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THIS  WEEK  ON  THE  WEB 

Exclusively  on  editorandpublisher.com ... 
Afghanistan  is  a  lonely  beat  for  Washington  Post 
j  correspondent  Pam  Constable,  even  as  things 
are  heating  up  in  the  war-ravaged  country 
(“Headlines,”  Oct.  3). . . .  In  the  first  test  case  for 
Knight  Ridder,  KansasCity.com  rolled  out  user 
registration  Friday.  The  company  will  be  watch¬ 
ing  closely  to  see  how  the  experiment  works 
(“Headlines.”  Oct.  3). ...  Philadelphia  needs 
more  than  one  newspaper,  says  incoming  Pub¬ 
lisher  Joe  Natoli.  Find  out  his  plans  for  this  major 
market  (“Headlines,”  Oct.  3). ...  How  can  you 
attract  women  to  your  business  page?  Columnist 
Charles  Bowen  offers  tips  (“Digital  How-to.” 

Sept.  30).  ...  Plus  a  new  Photo  of  the  Week. 
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TELL  US  HOW  YOU  REM  FEEL 

As  A  LONGTIME  WASHINGTON 

insider,  Robert  Novak  knew  very 
well  the  implications  of  the  leak 
he  facilitated  (“Newspaper  Editorial 
pages  on  CIA  Leak,”  Oct.  2,  E&P  Online). 
It  was  the  act  of  a  traitor  to  do  so.  Now 
he  is  tiying  to  shift  the  blame  to  the  CIA. 
The  time  has  come  to  make  columnists 
and  others  who  flaunt  the  laws  that  the 
rest  of  us  abide,  to  pay  the  price  for  their 
unethical  and  unlawful  behavior. 

Newspaper  reporters  who  depend  on 
“unnamed  sources”  to  proliferate  their 
own  agenda,  political  biases,  etc.  have  no 
place  in  the  media.  Mr.  Novak  has  elimi¬ 
nated  any  credibility  he  may  have  had  by 
his  unprofessional  actions  and  now  that 
the  spotlight  is  on  him,  he  is  running  for 
cover  as  all  cowards  normally  do.  The 
Novak  affair  is  of  a  magnitude  graver 
than  the  New  York  Times  fiasco.  Any 
editor  who  comes  to  his  defense  needs 
to  be  fired  immediately.  Mr.  Novak  is  a 
disgrace  to  a  profession  we  once  admired. 
This  is  not  an  issue  of  Freedom  of  the 
Press.  It  is  an  issue  of  professional  ethics 
and  law  violation. 

JOSEPH  ROY 

Rockledge,  Fla. 

lAKINII  KANDY  FROM  STUDENTS 

IN  RESPONSE  TO  “THINKING  YoUNG,” 
about  the  new  Centre  Daily  Times 
youth-oriented  daily  wraparound 
called  “Blue”  (Sept.  15),  there  are  a  few 
discrepancies  within  the  article  that 
should  not  go  unmentioned. 

“Blue”  is  not  a  student  newspaper  like 
The  Daily  Collegian.  However,  it  employs 


Penn  State  students  to  wTite  for  it,  is 
marketed  toward  students,  distributed 
to  students,  and  produced  with  the  help 
of  a  few  current  students  —  much  like 
the  Collegian.  The  difference  is  that 
“Blue”  does  not  have  to  follow'  the  rules 
of  Act  199,  a  Pennsylvania  State  law  that 
bans  advertising  with  any  alcohol  content 
in  college  media. 

The  publisher  of  “Blue”  w'as  incorrect 
in  stating  that  the  Collegian  is  school- 
subsidized.  The  Collegian  is  a  non-profit 
organization.  Collegian  Inc.,  run  by  stu¬ 
dents  and  independent  of  the  university. 
Penn  State  purchases  a  bulk  subscription 
from  the  Collegian.  “Blue”  and  the  Colle¬ 
gian  compete  for  the  same  advertising, 
but  the  Collegian  uses  ad  revenue  to  pay 
for  building  rent  and  printing  costs, 
unlike  “Blue,”  which  is  backed  by  Knight- 
Ridder,  a  company  with  deep  pockets. 

Last  year,  the  Collegian  distributed  2.7 
million  copies  on  campus.  The  spirit  of 
the  Newspaper  Readership  Program 
here  on  campus  is  to  promote  newspaper 
readership  to  college  students  and  sustain 
readership  after  graduation  with  each 
newspaper  having  its  niche:  The  New  York 
Times  for  extensive  national  and  interna¬ 
tional  news,  USA  Today  for  extensive  na¬ 
tional  news,  and  the  local  paper  for  local 
community  coverage.  The  Centre  Daily 
Times  is  stepping  outside  of  its  niche  with 
“Blue”  and  going  against  the  spirit  of  the 
Readership  program.  It  is  also  taking 
away  thousands  of  dollars  from  a  non¬ 
profit,  student-run  organization. 

REBECCA  NOVAC  AND  LYNNE  FUNK 
BUSINESS  MANAGER 
AND  EDITOR-IN-CHIEF 
The  Daily  Collegian 
University  Park,  Pa. 


- 50  YEARS  AGO  --- 

NEWSPAPERDOM*-  FROM  EDITOR  &  PUBL 

OCTOBER  6, 1953:  New  York  to  publishing,  politics  transportation  and  expense  mon- 

Four  Indianapolis  Star  carriers  and  business  affairs  leaders  who  ey  by  the  Dallas  Morning  News  to 

delivered  a  five-pound  special  got  their  start  at  the  newspaper.  greet  the  men  when  they  landed 

edition  of  the  paper  more  than  on  the  West  coast.  The  idea  was 

2,400  miles  to  Birmingham,  Ala.;  A  dozen  next  of  kin  of  returning  conceived  as  a  gesture  of  grati- 

Atlanta;  Washington,  D.C.,  and  Korean  War  POWs  were  given  tude  for  their  service  to  America. 
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Editors  deiend  policjf  on 
ninning  Op-Ed  columns 


But  critics  still  wonder  why  so  many 
papers  published  the  Novak  column 
that  named  a  CIA  ‘operative’ 

BY  DAVE  ASTOR 

HE  BROUHAHA  SURROUNDING  ROBERT 

Novak’s  naming  of  a  CIA  officer  raises 
questions  for  any  editorial  page  or  Op-Ed 
editor:  What  do  I  do  when  I  spot  a  s\Tidicated 
column  that  might  be  controversial?  And  is  there  a 
need  to  improve  this  procedure  in  the  future? 

An  spot-check  of  editors  indicates  many 
have  procedures  for 
dealing  with  poten¬ 
tially  problematic 
columns  —  and  no 
immediate  plans  to 
change  these  proce¬ 
dures.  The  editors, 
all  Novak  clients, 
also  emphasized 
they  didn’t  have  a 
problem  with  his 
July  14  column 
which  referred  to 
the  wife  of  ex-Am- 
bassador  Joseph 
Wilson  as  a  CIA 
“operative.”  Critics 
have  said  Novak  could  have  endangered  the  woman 
and  her  contacts  and  might  have  helped  the  White 
House  retaliate  against  Wilson,  a  critic  of  the  Bush 
administration’s  Iraq  policies. 

The  editors  said  it’s  rare  for  a  column  to  raise  a  red 
flag,  noting  that  they  trust  most  syndicated  writers. 


But  if  there  is  a  question?  “I  will  call  the  syndicate 
or  maybe  talk  to  the  writer,”  said  Steve  Huntley, 
editorial  page  editor  of  the  Chicago  Sun-Times. 

“When  in  doubt,  pull  it  out,”  said  Sean  Paige,  edito¬ 
rial  page  editor  of  The  Gazette  in  Colorado  Springs, 
noting  that  he’d  run  a  different  column  instead. 

“We  would  ask 
more  members  of  the 
editorial  board  or 
perhaps  the  publish¬ 
er  to  take  a  look  at 
the  column,”  said 
Nolan  Finley,  edito¬ 
rial  page  editor  of 
The  Detroit  News. 

“Two  people  read 
each  column.  If  we’re 
troubled  by  some¬ 
thing,  well  show  it  to 
the  publisher  or 
executive  editor,” 
said  Steven  Macoy, 
senior  editorial 
writer  at  the  Water¬ 
bary  (Conn.)  Repub- 
lican-American. 

Even  as  they  explained  their  procedures,  the  edi¬ 
tors  said  these  steps  weren’t  needed  for  Novak’s 
controversial  piece.  “It  didn’t  raise  my  eyebrows,” 
said  Huntley,  noting  he  got  the  impression  from  the 
column  that  Wilson’s  wife  was  more  a  CIA  “func¬ 
tionary”  than  undercover  agent.  “I  trust  Bob 
implicitly  for  accuracy,  judgment,  and  ethics.”  The 
Sun-Times  is  the  home  paper  for  Novak,  who  runs  in 
more  than  150  other  papers  via  Creators  Syndicate. 

Fred  Hiatt,  editorial  page  editor  of  The  Washington 
Post,  said  when  he  first  saw  the  July  14  piece,  “There 
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NO  PRICE 
ON  FREEDOM 

No  date  has  been 
set  for  the  next 
meeting  of  Freedom 
Communications 
Inc.’s  board.  On 
Wednesday  the  board 
kicked  back  liquidity 
proposals  to  a  special 
committee,  seeking 
their  refinement  be¬ 
fore  making  a  recom¬ 
mendation  to  share¬ 
holders.  Several 
media  companies, 
including  Gannett  Co. 
Inc.  and  MediaNews 
Group  Inc.,  as  well  as 
private  equity  firms, 
are  said  to  have  bid 
for  the  parent  of  The 
Orange  County  Regis¬ 
ter  in  Santa  Ana, 
Calif.;  27  other 
dailies;  and  eight  TV 
stations. 

—  LUCIA  MOSES 

TALES  FROM 
ATRA6ICDAY 

Anew  book  from 
The  Freedom 
Forum  chronicling 
how  the  press 
covered  the  assassi¬ 
nation  of  President 
John  F.  Kennedy  — 
slated  for  November 
publication  to  coin- 
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cide  with  the  40th 
anniversary  of  that 
tragic  day  in  Dallas 
—  offers  some 
interesting  journalis¬ 
tic  tales  that  may  not 
be  well  known. 

Similar  to  its 
popular  2002 
volume,  Running 
Toward  Danger; 

Stories  Behind  the 
Breaking  News  of 
9/1 1 ,  the  new  book, 
titled  President 
Kennedy  Has  Been 
Shot,  includes  first- 
person  accounts 
from  more  than 
40  journalists. 

Among  the  anec¬ 
dotes  in  the  book: 
Because  so  few  peo¬ 
ple  showed  up  at  Lee 
Harvey  Oswald’s  fu¬ 
neral,  seven  reporters 
assigned  to  cover 
the  event  had  to 
serve  as  pallbearers. 

“I  refused,”  Associat¬ 
ed  Press  correspon¬ 
dent  Mike  Cochran 
recalls  in  the  book. 
“Then  Preston 
McGraw  of  UPl 
stepped  up.  So  then, 
there’s  one  thing  I 
knew,  stupid  as  I  may 
be,  inexperienced  as 
I  may  have  been,  if 
UPl  was  going  to  be 
a  pallbearer,  I  was 
damn  sure  going  to 
be  a  pallbearer.” 

Another:  Reporters 
aboard  Air  Force  One 
for  the  flight  from 
Dallas  to  Washington, 
D.C.,  which  carried 
Kennedy’s  body  and 
newly  sworn-in  Presi¬ 
dent  Lyndon  Johnson, 
were  so  busy  keeping 
up  with  the  details  of 
the  day  that  they 
practically  had  to  kick 
Johnson  out  of  their 
compartment  several 
times  because  he 
kept  bothering  them 
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was  nothing  in  the  column  that  indicated  to  me  that  a 
major  disclosure  was  being  made.  Nor  did  we  receive 
a  call  from  the  CIA  asking  us  not  to  publish.” 

So  the  Post  ran  the  column.  Now,  more  than  two 
months  later,  what  does  Hiatt  think  about  Novak 
naming  Wilson’s  wife?  “We  don’t  know  all  the  facts 
yet,”  he  replied.  “I’m  in  favor  of  being  cautious  until 
we  do.  We  don’t  yet  know  whether  a  law  was  broken.” 

The  Gazettes  Paige  said  of  the  July  14  piece:  “I  did¬ 
n’t  find  anything  alarming  about  it  at  the  time,  though 
I’m  open  to  new  information.  Robert  Novak  has  a 
long  history  and  a  lot  of  credibility.  The  CIA  is  a  big 
bureaucracy,  and  not  all  the  people  who  work  for  it 


Major  local  news  initiative 


are  cloak-and-dagger.”  He  added  that  the  column  was 
more  about  Wilson  than  Wilson’s  wife,  and  “I  don’t 
think  Novak’s  purpose  was  to  blow  the  woman’s 
cover,  if  she  was  undercover.” 

But  Novak  did  call  Wilson’s  wife  an  “operative” 
in  the  July  14  column,  which  he  later  said  was  his  one 
regret  about  the  piece.  Wilson  has  stated  that  his  wife 
was  indeed  involved  in  covert  activities. 

Huntley  labeled  “ludicrous”  the  accusation  that  No¬ 
vak  was  a  White  House  tool,  and  said  the  columnist 
was  not  a  strong  supporter  of  the  Iraq  war.  He  added: 
“Bob  may  have  conservative  views,  but  he’s  above  all 
a  reporter  and  calls  the  shots  as  he  sees  them.”  H 


Gannett  papers  will  net  ‘Real’ 


BY  LUCIA  MOSES 

IN  ONE  OF  THE 

more  far-reaching 
efibrts  of  late  to 
combat  readership 
declines,  the  biggest  U.S. 
newspaper  publisher  is 
launching  a  company¬ 
wide  program  calling  for 
stronger  emphasis  on 
the  impact  local  news 
has  on  readers. 

For  the  Gannett  Co. 
Inc.  initiative,  titled 
“Real  Life,  Real  News: 
Connecting  with  Read¬ 
ers’  Lives,”  to  have  a  shot 
at  working,  newsrooms 
will  have  to  change  some 
long-standing  habits  in 
the  way  they  approach 
news  coverage.  ‘We  tend 
to  fall  into  autopilot,” 
said  Mark  Silverman, 
publisher  and  editor  of 
The  Detroit  News,  one  of 
the  execs  from 


Gannett’s  large 
papers  who 

learned  about  *  j 
the  program 
recently.  We 
need  to  take 

a  look  at  the  -  j' 

community  ^ 

from  the 

.  „  Detroit ! 

outside  in. 

Coverage  of  budget 
cuts,  for  example,  could 
focus  on  how  parents 
are  being  charged  for 
extracurricular  school 
activities,  he  said. 

“Real  Life”  grew  out  of 
internal  research  that 
showed  papers  had  to  do 
better  in  satisfying  inter¬ 
est  in  local  news  and 
connecting  with  young 
readers,  Gannett  Senior 
Vice  President  Phil  Cur¬ 
rie  wrote  in  an  e-mail 
to  E^P.  ““Part  of  the 
disconnect  is  not 
\  recognizing  those 


XE^i'ng 


P  things  in  life 

I  that  are  so 

*  important  to 

\  ,  weareadvo- 
,Ai  eating  is 
"  I  wider  cover- 

^  ^  age  of  the 

Detroit  s  Silverman  °  „ 

moments  of 

life  that  mean  more  to 
the  readers,”  he  wrote. 

Gannett’s  project  also 
“is  really  in  line  with 
what  we  found  about 
people’s  interest  in 
everyday  people,”  said 
Mary  Nesbitt,  managing 
director  of  the  Reader- 
ship  Institute  at  North¬ 
western  University’s 
Media  Management 
Center.  “It’s  not  just 
doing  more  stories  about 
everyday  people  but  pre¬ 
senting  news’  everyday 
effects  on  ordinary 
people.” 

Gannett  editors  will 
,  begin  training  this 
/  month  in  “Real 
/  Life,”  but  some  are 
j  already  looking  at 
I  I  changes  like  requir- 
*  j  ing  discussions  about 
/  each  story’s  impact  on 
/ 

/ 

I  Design  changes  are  on 
/  the  way  at  the  OCR 


readers,  injecting  more 
creativity  into  story¬ 
telling,  making  beats 
more  consumer-driven, 
and  throwing  out  the 
inverted  pyramid. 

Silverman  said  “Real 
Life”  isn’t  about  replac¬ 
ing  important  stories 
with  fluff.  “Anytime  you 
talk  about  about  reader- 
ship,  people  think  you’re 
weakening  the  paper,” 
he  said.  “That’s  garbage. 
We  do  an  awful  lot  of  ag¬ 
gressive  enterprise.” 

The  idea  of  stressing 
relevancy  and  service 
has  been  catching  on 
throughout  the  industry, 
though  usually  on  a 
paper-by-paper  basis. 

The  Orange  County 
Register  in  Santa  Ana, 
Calif.,  is  preparing  to 
introduce  this  month 
news  and  design 
changes  to  its  feature 
sections  that  emphasize 
a  “call-to-action  theme” 
in  a  bid  for  young  and 
female  adults.  The 
changes  include  more 
arts  and  entertainment 
news  and  a  new  health 
and  family  section, 
among  subjects  found  by 
the  Readership  Institute 
to  be  of  high  interest,  i) 
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Life  without  telemarketing 


BY  LUCIA  MOSES 

Evkn  bkfore  the  national  do-not-call  list 
was  created,  publishers  were  trying  to 
decrease  their  reliance  on  telemarketing  as  a 
sales  method,  recognizing  its  growing  unpopularity' 
with  consumers.  But  The  Jackson  (Tenn.)SM/i  found 
itself  ahead  of  the  game  a  few  months  ago  when 
parent  Gannett  Co.  Inc.  asked  it  to  be  the  test  site  for 
an  e.xperiment  envisioning  life  after  telemarketing. 
Already,  circulation  is  showing  improvement. 

The  idea  came  out  of  a  corporate  meeting  in  Janu¬ 
ary',  during  which  one  participant  asked,  “Why  don’t 
we  take  a  newspaper  and  look  at  it  like  a  petri  dish 
experiment?”  said  Rob  Althaus,  corporate  vice  presi¬ 
dent  of  circulation. 

The  industry’s  shift  away  from  telemarketing  —  the 
source  of  39.1%  of  all  starts  and  54.1%  of  involuntary' 
starts  overall  —  intensified  with  the  creation  of 
the  national  list  that  took  eft’ect  Oct.  1,  and  threatens 
violators  w  ho  call  households  on  the  list  with  $11,000 
fines.  While  the  list  faces  court  challenges,  publishers 
are  going  on  the  assumption  that  telemarketing  will 
play  a  lesser  role  in  their  operations,  and  are  shifting 
to  other  acquisition  methods. 

Knight  Ridder  estimates  that  depending  on  how 
many  people  opt  out  of  telemarketing  calls,  its  papers 
will  have  to  replace  a  total  of  85,000  to  170,000  new 
orders  annually  that  would  have  been  acquired 
through  telemarketing,  given  that  about  55%  of  their 
total  subscription  orders  currently  come  from  phone 
solicitations,  spokesman  Polk  Laffbon  IV  said. 

The  McClatchy  Co.  began  transitioning  from 
telemarketing  a  few  years  ago;  29%  of  its  total  orders 
are  solicited  by  phone,  down  from  42%  in  2001,  said 
Bob  Weil,  a  vice  president  of  operations:  “We  believe 
putting  more  emphasis  on  direct  marketing,  door 
crews,  carrier  contests,  and  kiosks  produces  stronger 
orders.”  Those  other  methods,  of  course,  tend  to  be 
costlier. 

Jackson  Sun  Publisher  Ed  Graves  admitted  that 
when  his  boss  called  him  last  March  to  tell  him  he 
could  no  longer  use  telemarketing,  “I  wanted  to  drop 
the  phone  and  let  it  fall  to  the  floor.”  Telemarketing 


accounted  for  65%  of  new  orders,  while  the  number 
of  its  market’s  households  on  Tennessee’s  do-not-call 
list  had  ballooned.  Graves  said  telemarketing  overkill 
w'as  in  large  part  to  blame  for  the  paper’s  circulation 
declines  over  the  past  few  years.  (It  now  stands  at 
35,575,  Monday-Saturday). 

So  three  months  ago,  the  Sun  eliminated  its  15 
part-time  telemarketers.  It  diversified  its  sales  sources 
and  created  a  department  to  focus  solely  on  renewals. 
Using  R-Logic  software  from  Astech  InterMedia  of 
Denver,  the  paper  was  able  to  track  retention  by  offer 
and  quickly  adjust  sales  pressure  and  prices  accord¬ 
ingly,  which  Graves, 
a  former  circulation 
exec,  described  as 
“light-years  ahead  of 
anything  I’d  been 
doing.” 

A  Claritas  analysis 
of  the  Suns  sub¬ 
scriber  base  allowed 
the  paper  to  dev  elop 
customized  direct 
marketing  pieces  to 

replace  its  one-size-fits-all  offers. 

Graves  said  that  while  it’s  too  early  to  claim  total 
success,  “I  think  it’s  working.”  From  June  to  August, 
restarts  are  up  60.4%,  stops  due  to  nonpayment  are 
down  6.8%,  and  autopay  enrollment  is  up  16.1%  over 
the  same  period  a  year  ago.  By  this  time  next  year,  his 
goals  are  to  grow  circ  by  0.2%  weekday  and  0.4% 
Sunday,  and  improve  retention  by  10%.  But  without 
telemarketing,  said  Cathy  Garrett,  market  develop¬ 
ment  director,  “It’s  going  to  be  up  to  us  to  keep  that 
sales  pressure  on  the  market.” 

Will  all  Gannett  papers  be  following  the  Jackson 
example?  Not  quite,  Althaus  said.  While  he  expects 
Gannett’s  99  U.S.  dailies  (excluding  USA  Today)  to 
reduce  reliance  on  telemarketing  to  32%  of  new 
orders  by  year’s  end  from  40%  now,  “There  will  still 
be  some  telemarketing  done,  whether  it’s  retention 
telemarketing  or  veiy  targeted  telemarketing.  But  it 
will  be  a  much  smaller  percent”  of  new  oi'ders.  11 


Jeffrey  Williamson  selling  the 
Sun  the  new-fashioned  way 


while  they  worked. 
Also,  we  learn  that 
CBS  broadcaster  Bob 
Schieffer,  then  a  Fort 
Worth  Star-Telegrant 
reporter,  gave  Lee 
Harvey  Oswald’s 
mother,  who  lived  in 
Fort  Worth,  a  ride 
into  Dallas  that  day. 

—  JOE  STRUPP 

‘HOY' MAKES 
‘lARAZA’MOVE 

Clearly  targeting 
the  Sunday  free- 
distribution  strategy 
of  La  Raza,  Chicago’s 
largest  Spanish- 
language  weekly. 
Tribune  Co.  is 
launching  a  Sunday 
total  market  coverage 
(TMC)  version  of  the 
Chicago  edition  of 
Hoy,  its  weekday 
Spanish-language 
newspaper,  with  a 
25-cent  cover  price. 

Tribune  said  this 
first-ever  TMC  from 
Hoy  —  which  began 
in  New  York  City 
five  years  ago  and 
debuted  Sept.  2 
in  Chicago  —  would 
be  distributed  to 
more  than  200,000 
Hispanic  households 
in  Chicago  and  its 
suburbs.  The  product 
will  offer  zoned 
advertising  when  it  is 
launched  in  Novem¬ 
ber,  Tribune  said. 

“We’ve  been  doing 
door-to-door  distribu¬ 
tion  for  more  than  10 
years,”  said  Robert  J. 
Armband,  CEO  of 
new  LaRaza  owner 
PrensAmerica.“Since 
our  advertisers  are 
doing  very  well  with 
us,  I  don’t  anticipate 
them  moving  to 
another  TMC.” 

—  MARK  FITZGERALD 
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PENNSYLVANIA 

JoeNatoli 

Joe  Natoli  has  been  named  chairman  and 
publisher  of  Philadelphia  Newspapers, 
Inc.,  effective  Jan.  1,  2004.  Natoli,  48,  is 
currently  president/publisher  of  the  San 
Jose  Mercury  News,  where  he  is  responsible 
for  all  business  and  news  operations  at  the 
paper  as  well  as  its  Vietnamese  and  Span- 
ish-language  weeklies,  Viet  Mercury  and  Nuevo  Mundo.  He 
has  held  that  position  since  March  2001;  previously,  Natoli  had 
been  president  of  The  Miami  Herald  Publishing  Co.  since  1994. 


Grady^Qjllege 

THE  UNIVERSITY  OF  GEORGIA 

Carter  Professorship  of  Excellence  in  Journalism 

The  Grady  College  Department  of  Journalism  invites  applieations  for  the  Carolyn  McKenzie  and 

Don  E.  Carter  Professorship  of  Excellence  in  Journalism,  beginning  Fall  2004.  The  Carolyn  and 

Don  Carter  Professorship  has  been  established  to  honor  Georgia  Alumni  Carolyn  McKenzie  Carter 
and  Don  E.  Carter.  Carolyn  Carter  was  a  distinguished  newspaper  photojoumalist.  Don  Carter 
was  a  newspaper  executive  who  championed  investment  in  a  fair,  accurate,  comprehensive  and 
responsible  news  product.  The  Professorship  will  become  the  Carolyn  and  Don  Carter  Chair  of 
Excellence  in  Journalism. 

The  holder  of  the  professorship  will  teach  and  conduct  research  into  journalistic  practices,  jour¬ 
nalistic  ethics,  and  journalistic  credibility.  The  successful  candidate  can  anticipate  teaching  both 
graduate  and  undergraduate  classes  in  print  journalism,  with  primary  focus  on  newspaper  jour¬ 
nalism.  The  holder  of  the  professorship  will  engage  both  the  public  and  journalistic  professionals 
in  issues  of  media  performance  and  media  credibility.  The  professorship  will  supplement  the 
salary  offered  for  the  position  and  furnish  additional  support  for  teaching,  research,  and  service 
activities.  The  ideal  candidate  will  have  completed  a  Ph.D.  and/or  will  have  extensive  profes¬ 
sional  experience  consistent  with  the  focus  of  the  professorship.  Teaching  experience  is  desired. 
Applications  from  women  and  minorities  are  strongly  encouraged. 

Applications  received  by  Nov.  ’5,  2003,  arc  assured  of  consideration.  Candidates  should  submit 
a  letter  of  application,  a  vita,  and  the  names,  addresses,  and  telephone  numbers  of  three  refer¬ 
ences  to:  Dr.  Lee  B.  Becker,  search  chair,  Grady  College,  University  of  Georgia,  Athens,  GA, 
30602-3018. 

The  University  of  Georgia  is  an  Equal  Opportunity/Affirmative  Action  Institution, 

CALIFORNIA 
Joseph  M.  (Chip)  Visci  hits  been  named 
president  and  publisher  of  the  San  Jose 
Mercury  News,  effective  Jan.  1,  2004. 

Visci,  currently  vice  president/operations 
for  Knight  Bidder,  was  previously  the  ex¬ 
ecutive  assistant  to  Knight  Ridder  Chair¬ 
man  and  CEO  Tony  Ridder  for  five  years. 

Mac  Tully,  president  and  publisher  of  the 
Bradenton  (Fla.)  Herald,  has  been  named 
vice  president/operations  for  Knight 
Ridder,  effective  Jan.  1,  2004.  He  will 
succeed  Joseph  Visci  (see  above). 

Leslie  Brenner  has  joined  the  Los  Angeles 
Times  as  deputy  editor  of  the  Food 
section.  She  has  been  a  contributing 
editor  for  Travel  +  Leisure  magazine. 

MISSOURI 

Jane  Amari  to  vice  president/news  for 
Pulitzer  Newspapers  Inc.  of  St.  Louis. 

She  will  continue  in  her  present  role 
as  editor  and  publisher  of  the  Arizona 
Daily  Star  in  Tuc.son. 

NEW  YORK 

Jonathan  I.  Landman,  metropolitan  editor 
at  The  New  York  Times,  is  now  the 
newspaper’s  assistant  managing  editor 
for  enterprise,  a  newly  created  position 
in  which  he  will  be  responsible  for  over¬ 
seeing  cross-desk  projects,  organizing 
long-term  coverage  of  running  stories, 
and  working  with  individual  desks. 

Rick  Green  has  been  promoted  to  business 
editor  at  Newsday.  He  first  joined  the 
newspaper  in  1985.  Previously,  he  was 
the  business  editor  for  The  Stamford 
(Conn.)  Advocate. 

WISCONSIN 
Christine  McNeal,  assistant  managing 
editor  for  visuals  of  the  Milwaukee 
Journal  Sentinel,  has  been  appointed 
deputy  managing  editor  for  weekend  j ' 

news  and  presentation.  ! 

NEW  YORK 

Sandy 
Keenan 

to  deputy  sports 
editor  at  News- 
day.  She  had  left  ' 
the  paper  in  1995,  and  rejoined 
the  sports  department  in  2000. 
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The  secret  verdict  in  the  friendly-fire  death  of  Mazen  Dana 
deserves  the  scorn  it’s  getting  abroad,  and  more  outrage  here 


The  whole  world  was  watch- 
ing  when  the  U.S.  military  said 
it  would  get  to  the  bottom  of 
the  Aug.  17  shooting  death  by 
American  soldiers  of  Reuters  cameraman 
Mazen  Dana  as  he  filmed  outside  Abu 
Ghraib  prison  near  Baghdad.  Now,  interna¬ 
tional  organizations  are  unanimously 
condemning  the  shoddy  and  secretive  way 
the  Pentagon  has  absolved  the  soldiers  — 
and  itself  —  of  any  blame  in  this  latest 
incident  of  friendly  fire  against  journalists 
covering  Iraq. 

Just  as  it  did  with  its 
investigation  into  the  April 
8  tank  attack  that  killed  two 
of  the  many  foreign  journal¬ 
ists  staving  at  the  Palestine 
Hotel  in  Baghdad,  the  mili¬ 
tary  simply  announced  its 
own  exoneration  without 
bothering  to  give  more  than 
the  barest  of  explanations. 

A  U.S.  Army  spokesman  on 
Sept.  23  murmured  that  Dana’s  killing  w'as 
“regrettable”  but  that  the  soldiers  “acted 
within  the  rules  of  engagement.”  What  are 
those  rules?  The  Army  won’t  say  —  just  as 
it  won’t  make  the  internal  report  public. 

The  Army  offers  only  this:  Soldiers  from 
a  distance  of  less  than  30  yards  —  in  broad 
daylight  and  with  no  fighting  going  on  in 
the  area  —  mistook  Dana’s  TV  camera  for  a 
rocket-propelled  grenade  launcher.  There’s 
no  rebuttal  of  eyewitness  accounts  that 
soldiers  knew  who  the  Reuters  crew  were 
and  what  they  were  doing.  Dana  himself 
was  an  unlikely  victim.  More  than  a  decade 
of  filming  under  fire  in  his  West  Bank 
hometown  of  Hebron  had  made  him  an 
expert  in  surviving  the  tensest  situations. 


International  reaction  to  this  threadbare 
report  was  swift.  The  International  Federa¬ 
tion  of  Journalists  called  it  “arrogant, 
secretive...  a  scandalous  denial  of  justice.” 
The  Committee  to  Protect  Journalists  said 
it  was  “dismayed.”  The  International  Press 
Institute  deadpanned  that  the  report  was 
“not  nearly  substantial  enough  to  bear  the 
weight  of  its  conclusions.”  Reporters  With¬ 
out  Borders  called  it  a  “sham  investigation.” 

Days  after  Dana  was  killed,  Reuters 
Group  PLC  CEO  Tom  Glocer  wrote 
Defense  Secretary  Donald  Rumsfeld, 

asking  for  a  lull  and  open 
investigation.  A  month 
later,  when  the  militaiy 
cleared  itself,  it  didn't  even 
notify  Reuters  or  Mazen 
Dana’s  family. 

“I  certainly  don’t  believe 
that  my  government 
intentionally  targets 
Reuters  or  anyone  else’s 
journalists,”  Glocer,  the 
first  American  to  head  the  company,  told 
The  Wall  Street  Journal  Sept.  25,  “but  let’s 
just  say  protecting  journalists  isn’t  high 
enough  on  the  Pentagon’s  priority  list.” 

In  recent  weeks,  U.S.  newspapers  have 
been  burrowing  into  numerous  aspects  of 
the  Iraq  war  —  from  the  Bush  administra¬ 
tion’s  initial  rationales  to  its  plans  for 
occupation  —  that  many  Americans  believe 
didn’t  get  the  press’  full  attention  the  first 
time  around.  Newspapers  should  show'  the 
same  aggression  in  examining  the  military’s 
disturbing  pattern  of  “misunderstandings” 
with  journalists  that  too  often  turn  deadly 
—  and  are  dismissed  by  cursorv'  “investiga¬ 
tions”  that  remain  locked  up  in  Pentagon 
file  cabinets. 


The  U.S.  military 
has  exonerated 
itself  without 
bothering  to  give 
the  simplest 
explanation. 
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Consumers  are  reaching 
for  their  wallets  again,  hut 
retailers  and  newspapers 
worry  that  sales  could  turn  cold 

BY  LUCIA  MOSES 


Happy  days  may  not  be  here  again  but,  at  long  last, 

it’s  starting  to  look  like  a  modest  recovery.  Analysts 
revised  upward  second-quarter  Gross  Domestic  Product 
growth,  following  strong  defense  and  household  spending. 
Healthy  back-to-school  sales  suggested  the  return  of  the  con¬ 
sumer  and  indicated  a  good  holiday  season  for  retailers.  But  job  growth  remains 
stagnant,  and  most  tax  refunds  have  probably  already  been  spent  —  partly  on 
those  back-to-school  items  —  while  not  significantly  reviving  the  economy. 
Sears,  Roebuck  &  Co.  CEO  Alan  Lacy  hedged  his  recent  remarks  about  a 
the  holiday  shopping  season,  saying  he  expects  it  to  be  better  than  last  year 
but  not  stellar.  With  the  weak  job  market  and  a  slowdown  in  home- 
buying  and  refinancing  promising  an  uneven  recovery,  this  holiday  will 
be  “far  from  a  slam  dunk  for  retailers,”  Frank  Badillo,  senior  economist 
for  Retail  Forward,  wrote  recently.  ^ 

Tepid  shopper  interest  last  year  forced  retailers  to  cut  their  year-end 
forecasts  and  resort  to  heavy  promotions  to  move  merchandise.  This  helped 
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Splashy,  image-style  color  ads  from  Rich’s/Macy’s  and  Bloomingdales 
have  already  appeared  in  newspapers  this  year.  The  ads  emphasize 
the  stores’  quality  and  fashion. 


'  V  ■  H  newspapers  eke  out  a 
3  ■■  3.8%  gain  in  Q4  retail 

^  mK  advertising,  on  a  par 

j  with  the  industry’s  1999 

m  MK  spending  level.  Is  another 
m  mK  promotion-heavy  season 
newspapers’  best  hope?  “I 
think  well  see  promotions 
again  this  year,”  says  Kathleen 
Brookbanks,  managing  director 
of  media  planning  and  buying 
Y  firm  OMD  Midwest  in  Chicago, 

which  places  ads  for  retailers  like  Dell 
Inc.  and  J.C.  Penney  Co.  Inc.  “When 
they’re  depending  on  taking  business  from 
others,  they  go  back  to  what  works  for 
them,  and  new'spapers  will  do  well.” 

Or  will  they?  Bob  Shamberg,  president 
and  COO  of  Newspaper  Services  of  Ameri¬ 
ca  in  Downers  Grove,  Ill.,  sees  less  of  the 
last-minute  ROP  push  of  the  sort  Kmart 
did  a  few  years  ago.  “Because  retailers 
get  much  better  information,  they  have 
somewhat  less  interest  in  throwing  a  lot 
of  advertising  at  what  might  be  profit¬ 
less  revenue,”  he  says. 


ciation  of  America  (NAA).  And  even  the 
more  optimistic  forecasts  warn  of  risks  to 
the  coming  shopping  season. 

The  National  Retail  Federation  believes 
that  after  two  years  of  worrying  about 
terror  attacks,  war,  and  job  losses,  people 
are  ready  to  buy  again.  The  NRF  predicts 
5.7%  growth  to  $217.4  billion  in  holiday- 
retail  sales,  w'hich  it  defines  as  November 
and  December  sales  in  stores  in  key  cate¬ 
gories.  That’s  more  than  double  the  2.2% 
growth  the  NRF  recorded  for  2002.  The 
association  points  out  that  spending  by 
businesses  should  account  for  a  large  part 
of  the  holiday  spending,  though,  and  cau¬ 
tions  that  job  and  international  political 
tensions  could  weigh  on  results. 

Retail  Forward  forecasts  holiday  sales  to 
grow-  a  more  mediocre  4%,  up  just  slightly 
from  its  last-year  figure  of  3.7%  growth. 
The  Columbus,  Ohio-based  consultancy 
predicts  continued  declining  sales  at  mall- 
based  department  stores  and  steep  price 
cutting  by  apparel  stores,  with  the  strongest 
growth  coming  from  supercenters,  ware¬ 
house  clubs,  and  dollar  stores  —  outlets 
that  traditionally  spend  the  least  on  news¬ 
paper  advertising  as  a  percentage  of  sales. 

Consumer  polls  raise  additional  con¬ 
cerns.  A  September  poll  by  Leo  J.  Shapiro 
and  Associates  LLC  in  Chicago  shows 
spending  intentions  are  about  the  same 
as  this  time  last  year,  which,  remember, 
finished  with  a  meager  holiday  sales  haul. 


Retail  ads  pull  the  sled 

Retailer  woes  are  no  small  matter 
for  newspapers.  Retail  advertising 
accounted  for  47.4%  of  total  newspa¬ 
per  ad  revenue  in  2002,  and  29.2%  of 
those  retail  ad  dollars  came  in  the  fourth 
quarter,  according  to  the  Newspaper  Asso¬ 
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The  firm’s  research  shows  that  data  gener¬ 
ally  show  spending  intentions  are  a  leading 
indicator  of  retail  sales.  “At  this  point,  we’re 
really  not  expecting  as  strong  a  Christmas 
as  what  others  think,”  says  Owen  Shapiro, 
a  vice  president  at  the  research  company. 
BIGresearch  LLC  in  Worthington,  Ohio, 
a  market  intelligence  firm  that  takes  the 
pulse  of  8,000  consumers  every  month,  also 
contends  consumers  aren’t  convinced  the 
economy’s  getting  better.  “They’re  still  go¬ 
ing  to  be  looking  for  bargains,”  says  Phil 
Rist,  vice  president  of  strategy  at  BIGre¬ 
search.  “...  Many  retailers  have  been  stuck 
with  merchandise  in  previous  years,  and 
they’re  going  to  be  competing  early  for 
consumers’  dollars.” 

Pollsters  say  consumers  will  be  out 
searching  for  low-priced  practical  items,  as 
they  have  in  recent  years.  Home  furnishing 
goods  and  clothing,  the  categories  that 
together  contribute  some  15%  of  fourth- 
quarter  retail  advertising  dollars,  are  likely 
to  do  well  in  this  pragmatic  environment. 

Great  expectations 

when  the  economy  is  booming,  retailers 
and  newspapers  generdly  have  a  good 
holiday  season.  Short  of  that,  publishers 
can  hope  retailers  need  to  use  promotional- 
style  advertising  that  tends  to  benefit  news¬ 
papers.  Already  Nintendo  Co.  Ltd.  has  cut 
the  price  of  its  GameCube,  the  third-place 
game  console  in  the  market,  from  $149  to 
$99,  which  could  be  accompanied  by  some 
newspaper  promotions. 

“[Retailers’]  expectations  are  higher  than 


Editing  the  Weekiy  and 
Community  Newspaper 

February  3-7,  2004 


Location:  Reston,  VA 
Tuition:  $950 

Eariy  bird  tuition:  $855  if  paid  by 
December  5,  2003 

Hotel/moal  package:  $850 
For  more  Info  or  to  register,  visit: 

http://americanpressinstitute.org/04/Weekly 
Or  contact  Carol  Ann  RIordan: 

Email:  criordan@americanpressinstitute.org 

M  American 
Press 
Institute 

THE  LEADERSHIP  PLACE 
www.americanpressinstitute.org  or  (703)  620-3611 


Spend/Trend 

Asked  about  Christmas  spending  plans 
versus  last  year,  people  said  they  expect  to 


spend... 

Sept.  2002 

Sept.  2003 

More 

21% 

22% 

Less 

41% 

42% 

Same 

38% 

36% 

Source:  Leo  J.  Shapiro  and  Associates  LLC 

Advertising  in  traditional  media  as  a 
percentage  of  sales  by  largest  general 

merchandise  retailers 

NET  AD  SPENDING/ 

CAGR 

SALES 

SALES 

2002 

1997-2002 

Wal-Mart 

0.28% 

15.7% 

Costco 

0.0% 

12.1% 

Target* 

2.2% 

12.7%** 

Sears*** 

5.0% 

-0.5% 

JC  Penney 

3.4% 

1.7% 

Kmart 

2.0% 

-0.9% 

Federated 

4.6% 

-0.3% 

May 

5.0% 

1.2% 

Kohl’s 

3.5% 

24.4% 

Diiiard’s 

3.1% 

3.6% 

Nordstrom 

2.4% 

4.3% 

Saks 

3.1% 

0.6% 

*  Including  16%  revenue  exposure  to  traditional 
department  stores 

**  Target  brand  only 

’*‘*’*‘  Excluding  financial  services  sales 

Source:  Deutsche  Bank  estimates  and  company  information 

they’ve  been  in  a  couple  years,”  Shapiro 
says.  “So  there’s  a  likelihood  they’ve  bulked 
up  on  merchandise  more  than  in  the  past 
couple  years,  expecting  a  rebound  in  sales. 

If  it  doesn’t  happen,  it  could  trigger  some 
advertising  events.” 

Paul  Ginocchio,  newspaper  analyst  with 
Deutsche  Bank  in  New  York,  says  that  after 
cutting  back  on  ad  spending  earlier  in  the 
year,  department  stores  will  look  to  the 
fourth  quarter  to  make  up  for  weak  sales. 

“I  think  they  probably  saved  a  little  bit  in 
July  and  August,  and  whatever  money  they 
saved,  they’re  going  to  use  in  October, 
November  and  December,  so  I  think  we’re 
going  to  see  a  rebound,”  he  says. 

Yet  forecasting  the  retail  category  has 
grown  trickier.  Once,  retail  sales  were  a 
pretty  good  predictor  of  retail  ad  spending 
in  newspapers.  By  1983,  retail  advertising 
in  newspapers  as  a  percentage  of  retail  sales 
had  peaked  at  0.93%.  With  the  rise  of 
discounters  and  warehouses  that  spend  less 
on  advertising  as  a  portion  of  sales  grabbing 
market  share  from  department  stores  and 
old  discounters,  that  ratio  had  declined  to 
0.58%  in  2002,  its  lowest  level  in  at  least  36 


years,  according  to  Deutsche  Bank  research. 

As  that  relationship  has  weakened, 
predicting  the  fourth  quarter  has  become 
little  more  than  a  guessing  game,  with  ad 
executives  waiting  longer  and  longer  to 
gauge  the  season.  “I’ve  never  been  able  to 
figure  out  whether  a  good  season  for  them 
means  a  good  season  for  us,”  sighs  Mort 
Gkildstrom,  advertising  vice  president  of 
the  NAA. 

NSA’s  Shamberg,  however,  believes  that 
in  the  long  run,  retailers’  stricter  ad  spend¬ 
ing  discipline  will  benefit  newspapers 
because  of  their  trackability.  “If  you  run 
an  ad  on  Sunday,”  he  says,  “sales  show  up 
on  Sunday.” 

Competition  also  has  tightened  the 
supply  of  remaining  ad  dollars.  Just  as 
consolidation  in  the  retail  sector  has 
reduced  the  number  of  stores  needing  to 
advertise,  so  has  it  shrunk  the  number  of 
manufacturers.  And  fewer  vendors  means 
stores  are  getting  fewer  co-op  advertising 
dollars  to  spend  in  newspapers,  which  shifts 
the  costly  advertising  burden  to  stores. 

In  recent  years,  economic  volatility  has 
been  the  bane  of  forecasters,  and  retailers’ 
fourth-quarter  ad  plans  haven’t  stuck. 

Stores  kept  inventory  low  in  an  eftbrt  to 
inflate  demand,  but  had  to  switch  gears 
when  it  didn’t  work.  They’re  also  better 
equipped  now  to  get  an  early  read  on  how 
consumers  are  responding  to  their  wares 
and  react  accordingly.  “There’s  a  plan  in 
place,  and  newspapers  know  what  it  is,  and 
no  sooner  than  it  starts,  the  plan  changes,” 
Goldstrom  says. 

This  year,  he  speculates  that  after  two 
moderate  Christmases,  “people  may  need 
replacement  stuff.”  But  that  doesn’t  mean 
unrestrained  shopping  sprees.  “The  cus¬ 
tomer  is  not  stupid,”  he  says.  “Retailers 
have  trained  the  customer  that  the  longer 
you  wait,  not  only  will  there  be  stuff,  itll 
be  cheaper.” 

Up  against  the  Wal-Mart 

Department  stores’  loss  of  share  to  old- 
line  discounters  like  Sears  and  new  ones 
like  Wal-Mart  is  a  well-known  story  and 
may  be  irreversible.  To  be  sure,  the  category 
has  baffled  newspapers  and  their  observ'ers. 
“Every  analyst  in  New  York  wants  to  know 
what  we  think  about  department  stores,” 
says  Polk  Laffoon  IV,  spokesman  for  Knight 
Ridder,  which  is  working  on  new  ways  to 
encourage  retail  advertising.  “There  are  a 
whole  lot  of  reasons  why  department  stores 
have  pulled  back.  There’s  no  clear  view 
what  they’ll  do  in  the  near  future.” 

But  there’s  a  chance  their  struggle  to  win 
back  customers  by  revitalizing  their  physi- 
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Aesthetically  pleasing  design 
details  glitz  up  Marshall  Field’s 
at  Briarwood  in  Ann  Arbor,  Mich. 


count  retailers)  represent  a  shift  in,  rather 
than  an  addition  to,  their  budgets  allocated 
to  newspapers,  Goldstrom  sees  them  as  a 
positive  sign.  “They’re  recognizing  newspa¬ 
per  advertising  can  do  a  bunch  of  things, 
and  it’s  not  just  driving  trafftc,”  he  says. 

While  retail  e.\ecutives  may  hope  that 
shoppers  turn  out  early  and  like  what  they 
see  on  the  racks  this  holiday  season,  it’s 
nearly  impossible  to  say  if  that  will  translate 
into  strong  fourth-quarter  numbers  for 
newspapers.  Too  many  variables  go  into 
determining  a  store’s  advertising  decisions 
to  generalize  about  the  ideal  circumstances 
for  newspapers,  says  Don  Stinson,  vice 
president  of  marketing  for  Gannett  Co.  Inc. 
A  store  with  limited  inventoiy  of  a  hot  item 
wouldn’t  seem  to  need  to  advertise,  but  that 
changes  if  the  competition  has  an  equally 
popular  offer,  for  example. 

optimistic  is  right  on  tar- 

Stinson  says.  “What’s  \k 

is  a  strong  economy.”  A 
holiday  wish  universally 


Lazarus/Goldsmith’s/Macy’s 
division  have  been  running 
splashy  image-stvie  ads  in 
newspapers  this  year.  The  ads 
emphasize  the  stores’  fashion 
and  quality,  says  Ellen  Frucht- 
man,  vice  president/public  rela¬ 
tions  for  the  division.  “If  you 
think  about  how  we’ve  used 
newspaper  ROP  advertising  in 
the  past,  it’s  really  been  to  tell  a 
promotional  message,”  she  says. 
“This  is  to  tell  a  fashion  story.” 
Similar  ads  have  come  out  of 
Bloomingdale’s,  another  Feder¬ 
ated  unit. 

Those  who  know  their  history’ 
realize  the 


use  of  image-style 
ads  in  new'spapers  isn’t  totally 
new  for  the  category.  Until 
department  stores  discovered 
the  p<)wer  of  price  promotions 
to  move  merchandise,  image 
ads  were  their  stock-in-trade. 

Even  if  the  image  ads  in  vogue  among 
department  stores  (and  specialty  and  dis- 


cal  stores  and  inventory  could  benefit  news¬ 
papers. 

Target  Corp.  has  been  trying  to  glitz  up 
its  tired  Marshall  Field’s  chain  bv  remodel¬ 


ing  stores  and  adding  new  designer  cloth¬ 
ing  lines.  Federated  Department  Stores  Inc. 
this  year  launched  a  national  strategy  by- 
attaching  its  Macy’s  name  to  its  regional 
chains  and  centralizing  its  marketing. 
Chains  also  are  l(K)king  closely  at  the 
brands  they  .sell  and  promoting  their  pri¬ 
vate  labels  as  a  point  of  dift’erentiation. 

Tom  Holliday,  president  of  the  National 
Retail  Federation’s  Retail  Advertising  and 
Marketing  As.sociation.  sees  in  such  initia¬ 
tives  an  attempt  to  restore  department 
stores  to  their  former  luster  by  building 
the  store  brands,  “'fheyll  try  and  get  off 
the  promotional  needle,”  he  says. 

WTiat’s  in  it  for  newspapers?  Federated’s 
;  national  marketing  strategy,  which  is 
<  scheduleil  to  roll  out  through  February, 

>  suggests  to  some  it  would  shift  its  ad  budget 
j  from  print,  which  now  gamers  85%  of  its 
X  media  budget,  to  TV,  more  commonly  asso- 
I  dated  with  brand-building.  (A  Federated 

*  spokeswoman  says  that  the  company 

S  planned  additional  advertising  this  year  to 
;  supptirt  the  Macy’s  rollout,  but  wouldn’t  be 
S  more  specific.)  But  some  see  potential  gains 
X.  for  print,  too.  “I  think  clearly  they  will  use 
i  newspaper,  television,  and  direct  mail 

*  campaigns,  so  all  three  will  benefit  from 
j  increased  spending,”  Holliday  says. 

:  Several  stores  in  Federated’s  Rich’s/ 


. .  the  best  course  of  this  type 

Vve  attended  in  my  25  years  as  a  journalist. 


—JOE  HOLLEY  SAN  ANTONIO  EXPRESS-NEWS 


he  Knight  C'enter  tor  Specialized 
lournalism  offers  fellowships  to  editorial 
I  writers  for  a  seminar  on  “Who  is  Winning 
the  War  on  Terror?”  Fellowships  cover  the 
seminar,  lodging,  meals  and  partial  travel. 
You’ll  meet  with  experts,  gain  valuable 
sources  and  engage  in  thought-provoking 
discussions  with  other  opinion  writers 
and  columnists  from  around  the  countrv. 


KNIGHT  CENTER 

Jor  Specialized  Journalism 


COMING  UP  FOR 
EDITORIAL  WRITERS 

Who  is 

Winning 

the  War  on 

Terror? 

• 

December  3~5 


DEADLINE 
OCTOBER  22 


To  apply,  lend  three  coptei  each  cH  a  relume,  an  appiKation  lUtemcnt  of  SOO  wordi  or  leii. 
a  supervisor  s  strong  nominating  letter  that  also  agrees  to  cover  salary  and  partial  travel:  and 
three  dips.  Broadcasters  send  an  audioupe.  CD  or  VHS  videoupe  Send  appiKation  to: 

Knight  Center,  University  of  Maryland  _ 

Tn  Atltllu  > I >7  Cole  Field  House.  College  Park.  MD  20742-1024 
lU  (301)405-4817.  knight@umail.umd.edu 

-  www.knightcenter.umd.edu 

Funded  by  the  John  S.  and  James  L  Knight  Foundation,  the  Center  is  affiliated  with  the 
University  of  Maryland's  Philip  Merrill  College  of  Journalism. 
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-FEATURES  AVAILABLE-  ■  -ANNOUNCEMENTS-  ■  -EQUIPMENT  &  SUPPLIES- 


HOLISTIC  HEALTH  &  FITNESS 

HOLISTIC  HEALTH  &  FITNESS  1/2  &  full 
page  tabloid  PDFs  or  text  with  graphics; 
Best  selling  authors,  celebrity  interviews, 
recipes  &  more!  For  free  sample,  call  New 
Living,  (800)  639-5484. 


MOVIE  REVIEWS 


MOVIE  REVIEWS  with  photos.  Video  Guide, 
Star  Interviews,  Book  &  Music  Reviews. 
Low  weekly  rates.  Cineman  Syndicate: 
(914)  967-5353  cineman@frontiernet.net 


PUZZLES 


PUZZLE  FEATURES  SYNDICATE 

The  Finest  in  Daily  and  Sunday  Crosswords 
Call  (800)  2924308/(909)  929-1169 


-ANNOUNCEMENTS- 


BUSINESS  OPPORTUNITIES 

PUBLISHING  OPPORTUNITY 

Great  for  current  publishers  to  add-on  or  for 
ad  sales  reps  who  want  to  move  up.  Visit; 

www.PublishingOpportunity.com 

for  more  information  or  call  Allen  at: 

(800)  941-9907.  ext.  11 


NEWSPAPER  APPRAISERS 


FREE  CONFIDENTIAL  APPRAISAL 
go  to  www.mediamergers.com 

W.B.  Grimes  &  Co.,  (301)  253-5016 
Est.  1959-  thousands  sold  and  appraised 

KAMEN  &  CO  GROUP  SERVICES 

Appraisals,  Business  Plans  &  Brokering 
(516)  379-2797/ www.kamengroup.com 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Cummunitv 

Newspapers 

Check  <mr  references 

(214)  265-9.MM) 

Kickenbacher  Media 

^>73  1  IJcsco  Dr..  Dallas 

rx  752: 

-s 

N\  ww  .rickciibacheriiu 

d,a.co„. 

America's  Leading  Brokers  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes  -  Pres  (301)  253-5016 
www.mediamergers.com 
Wren  Barnett,  South  (828)  749-6397 
John  Szefc,  Northeast/IVlidwest 
(845)  291-7367 

Stephen  Klinger,  Southwest/West 
(505)  524-0122 
Mike  Kreiter,  Plains/Central 
(913)  897-4790 

Steve  Heide  West/Mountain  States 
(435)  260-8888 
Mike  Bradley,  New  England 
(508)  563-2835 
www.mediamergers.com 


NEWSPAPER  BROKERS 


BOLITHO  MEDIA  SERVICE 
THOMAS  C.  BOLITHO 
"A  tradition  of  service  to 
community  newspapers” 

(580)  421-9600 
P.O.  Box  1985,  Ada,  OK  74821 
www.bolitho.com 

GAUGER  MEDIA  SERVICE,  INC. 

Dave  Gauger-Valuations,  Sales,  Mergers 
P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560 

www.gaugermedia.com 

GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals,  Sales,  Acquisitions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 

MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 

MICHAEL  D.  LINDSEY 

www.publicationsforsale.com 
(307)  772-0003,  Fax  (307)  772-0004 


NEWSPAPERS  FOR  SALE 


2  EDITION  WEEKLY.  Growing  West  Coast 
region.  Free/50K-f  Adjudicated.  FYE 
3/31/03  gross  $1.88MM. 

For  Assets  $2,750,000 

3  WEEKLIES  Excellent  ag/biz  region  on 
West  Coast.  Adjudicated.  2002  rev. 
$1 .6MM,  owner  cash  flow  S385K. 

For  Assets  $2,400,000 
WEEKLY  AG  PAPER,  plus  related 
products  serves  west  U.S.  multi-state 
region.  Could  be  relocated.  FYE  6/30/03 
gross  $896K. 

For  Assets  $1,095,000  Contact:  Gregg 
K.  Knowles,  Broker  (661)  833-3834. 

viww.media-broker.com 

FAST  GROWING  AREA,  small  paper,  bargain 
price.  Near  metro  area.  Others,  too. 
Bill  Berger,  ATN,  1801  Exposition,  Austin, 
TX  78703.  (512)476-3950. 

FREE  LIST  -17  WEEKLIES  for  sale  grossing 
from  $60,000  to  $600,000;  2  new  listings 
in  central  Iowa  and  southwest  Michigan. 
John  E.  van  der  Linden,  broker,  P.O.  Box 
275,  Spirit  Lake,  lA  51360.  (712)  336-2805 

MICHIGAN  metro/suburban  community 
weekly  group:  revenue  =  $700^800K 
MIDWEST  City  Magazine:  beautifully  pro 
duced,  great  growth  potential,  owner 
retiring.  Call  847-356-7675  for  more  infor¬ 
mation  or  visit  www.hebbardmedia.com 

Updated  Weekly-  Properties  for  Sale 
go  to  www.mediamergers.com 

W.B.  Grimes  &  Co.-  Est.  1959 


PUBLISHING  OPPORTUNITIES 

HIGHLY  SUCCESSFUL  Home  Magazine 
syndicating  nationwide.  Publishing  opportu¬ 
nities  available  in  many  key  markets.  We 
provide  articles,  art  and  layout,  you  sell 
ads,  produce  and  distribute.  Call  Bob  (800) 
459-9558. 


-EQUIPMENT  &  SUPPLIES- 


MAILROOM 


BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax:  (256)  997-9656 

NEWSTEC,  INC 

Specializing  in  remanufacturer  Inserters  and 
State  of  the  art  Post  Press  Controls 
Installation*  Spare  Parts  • 

Terry  Connors,  Vice  President  of  Sales 
Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
tcnewstec@aol.com 


NEWSRACKS 


Coin  Operated,  Free  Distribution 
Wire  Plastic,  Wood,  Counter 
Floor,  &  Wall. ..We  Have  It  All 


Can  Now  (800)  243-3999 
Fax  (818)  764-5372 

NATIONAL  NEWSVEND 

7324  Greenbush  Avenue 
NH,CA,  91605 


PRESSES 


DON’T  SELL  '"OUR  PRESS 
Until  You  Contact 

Newman  International,  L.L.C. 

Web  Press  Sale 

■Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses" 
PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process  Color 
or  Daily;  GOSS  Community  Urbanite 
Metro;  SOLNA  D30  C96 
Tel:  (913)  648-2000 
Fax:  (913)  648-7750 


WEB  PRESSES  &  AUXILIARIES 

www.graphlcmachinesales.com 
(815)  6484611  or  fax  (815)  648-2856 


PRESSES 


PRESSES 

•  Goss  3:2  Folders  23  9/10”,  22  3/4", 

22”,  21  1/2",  21” 

•  New  or  Rebuild  Goss  R.T.P.  42"  +  45” 

•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Goss  Metro  Half  desks 

•  Goss  Cosmo  Units 

•  Metro  13  sized  colored  deck 
Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax:  (323)  256-7607 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc, 
Nationwide  TELEMARKETING 
"'PREPAID  Experts'* 

Horace  Southward/Eric  Southward 
(800)  950-8475«www.metro-news.com 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  73^51(X) 
FAX;  (732)  738-5115 
E-mail;  mpi@marfcatingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 

PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 

WWW.PROSTARTS.COM 


COMPUTER  SOI-HAVARE 


SOFTWARE  for  AR  displays,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 


ILLUSTRATION/GRAPHIC 

“Save  Money!  Save  Time  Look  Great 
Custom  illustrations  and  graphics  at 
viww.dailynewsgraphics.com/ep 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
45  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 10 
www.pressroomcleaners.com 
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-HELP  WANTED- 


ACADEMIC 


ASSISTANT  PROFESSOR 
Fulltime,  tenure-track,  within  a  multi¬ 
disciplinary  Department  of  English,  in  media 
studies  with  specific  emphasis  on  print  media 
criticism  in  the  U.S.  and  abroad. 
Develop  new  courses  in  media  criticism  and 
history  that  explore  the  Intersection  of  print 
journalism  and  other  mass  media  including 
the  internet.  Ph.D.  in  Mass  Communi¬ 
cations,  Media  Studies  or  Journalism.  Expe¬ 
rience  in  print  journalism  highly  desirable. 
Demonstrated  excellence  in  scholarship/ 
research,  and  recent  successful  teaching 
experience  with  diverse  students.  Experience 
in  using  electronic  resources 
expected.  4/4  load  with  1/1  release  for 
scholarly  projects.  All  faculty  teach 
first-year  writing  courses.  Grant  seeking 
and  service  to  the  department,  university, 
and  larger  professional  community 
expected.  Send  letter  of  application,  CV, 
and  three  (3)  letters  of  recommendation; 
full  dossier  will  be  requested  after  initial 
screening.  Apply  by  October  17,  2003  to 
Dr.  Larry  Schwartz,  Chair,  English  Depart¬ 
ment,  Box  C316  V  JNL,  Montclair  State  Uni¬ 
versity,  Upper  Montclair,  NJ  07043.  An 
equal  opportunity/Affirmative  Action  Institu¬ 
tion.  Position  subject  to  available  funding. 


TENURE-LINE  FACULTY  MEMBER 

The  William  Allen  White  School  of 
Journalism  and  Mass  Communjcations  ut 
the  University  of  Kansas  seeks  a  tenure-line 
faculty  member  to  teach  traditional  print 
editing  as  well  as  other  courses  that  reflect 
an  applicant’s  experience  and  scholarship. 

The  ideal  applicant  would  bring  experience 
in  editing  across  media.  Candidates  must 
have  a  master’s  degree  and  at  least  five 
years  experience  in  U.  S.  print  media  as  an 
editor  or  news  producer,  and  must  provide 
evidence  of  effective  teaching. 

Salary  is  competitive.  A  complete  application 
includes  a  letter  summarizing  your  qual¬ 
ifications  for  this  position,  a  current  resume 
or  vita  and  three  listed  references  who  can 
comment  on  your  qualifications. 

For  more  information  and  to  apply,  contact 
Mary  Wallace,  School  of  Journal¬ 
ism, University  of  Kansas,  Stauffer-Flint  Hall, 
1435  Jayhawk  Blvd.,  Room  200,  Lawrence, 
KS  66045-7575,  or  mwallace@ku.edu 

FAX:  (785)  864-5318 
PHONE:  (7851-8644752 
Additional  information  about  the  School 
and  faculty  can  be  found  on  our  Web  site  at 
http://ku.edu/~jschool/  Priority  will  be  given 
to  applications  received  by  December  1. 

The  successful  candidate  will  join  the 
faculty  in  August  2004.  The  University  of 
Kansas  is  an  EO/AA  employer. 


ADMINISTRATIVE 


EDITOR/PUBLISHER,  weekly  newspaper, 
Oklahoma,  privately  absentee  owned.  Could 
be  great  opportunity  for  husband/wife 
team.  Resort  region.  Reply  to  Box  3493, 
Editor  &  Publisher  Classified,  770 
Broadway,  7th  Floor,  New  York,  NY  10003. 


ADMINISTRATIVE 


PUBLISHER  to  lead  the  seven  day  East  Or¬ 
egonian,  Pendleton,  Ore.,  a  128-year-old 
family  owned  paper  long  respected  for 
good  journalism. 

Situated  in  lovely  high  desert  country  at  the 
foot  of  Oregon’s  Blue  Mountains,  East  Ore¬ 
gonian  has  72  staff  members,  experienced 
department  managers,  and  a  busy 
commercial  printing  operation,  branch 
office  in  fast  growing  Hermiston,  Ore.. 
Northeast  Oregon  offers  friendly,  active 
lifestyle  with  easy  access  to  hunting, 
fishing,  boating,  skiing,  hiking,  camping, 
and  home  to  the  world  famous  Pendleton 
Round  Up.  (Info  at  eastoregonian.com). 

Our  six-newspaper  group  benefits 
programs  include  profit  sharing  and  401(k), 
health-wellness  plan.  We  seeks  aggressive, 
team-oriented,  experienced  newspaper 
manager.  Business  side  experience  required. 
News  experience  strongly 

preferred. 

Must  be  capable  of  dealing  with  multiple  pri¬ 
orities,  thinking  creatively,  and  working  with 
community  groups.  Compensation  is  above 
average  and  includes  excellent  base  plus  in¬ 
centives. 

Resumes,  letters  to:  C.K.  Patterson,  cor¬ 
porate  general  manager,  P.O.  Box  2048, 
Salem,  Ore.,  97308  or: 

ckpat@capitalpress.com 


PUBLISHERS  WANTED 

Immediate  opportunities  for  publishers  or 
daily  newspaper  department  managers  ca¬ 
pable  of  leading  three  of  our  successful 
Kentucky  weekly  newspapers  to  even 
higher  levels  of  achievement  in  readership, 
quality  content,  circulation  growth  and  reve¬ 
nue  development.  If  you  are  a  newspaper 
publisher  seeking  a  new  challenge  or  de¬ 
partment  manager  seeking  an  opportunity 
to  run  your  own  newspaper  we  have  oppor¬ 
tunities  at  three  of  our  Kentucky  weekly  op¬ 
erations,  the  Grayson  County 
News-Gazette,  the  Floyd  County  Times  and 
The  Hazard  Herald.  Please  send  your  resume 
to: 

Keith  Ponder,  Glasgow  Daily  Times 
P.O.  Box  1179,  Glasgow,  KY  42142 
Or  E-mail:  kponder@barrencountyky.com 
EOE 


ADVERTISING 


ADVERTISING  DIRECTOR 
The  Dodge  City  Daily  Globe  is  looking  for  an 
energetic  motivator  to  lead  our  six-member 
sales  team.  Must  have  strong  supervisory 
and  communication  skills  along  with  media 
sales  experience.  College  degree 
preferred.  Competihve  salary  and  benefits. 
Send  resume,  references  and  salary  re¬ 
quirements  to  Terry  Cochran,  Dodge  City 
Daily  Globe,  P.O.  Box  820,  Dodge  City,  KS 
67801. Or:  cochran@dodgeglobe.com  EOE 


Newspaper  ad  buying  company  seeks  SEN¬ 
IOR  VICE  PRESIDENT,  SALES  for  NYC 
office.  Minimum  requirements:  BA  or  BS  in 
Communications,  Psychology,  Sociology  or 
Advertising  -i-  8  years  progressively  respon¬ 
sible  sales  management  experience,  at 
least  2  of  which  were  in  a  start-up  or  small 
firm  environment.  Fax  resume  to  Elaine  at: 

(937)913-5727 


ADVERTISING 


ADVERTISING  MANAGER 
The  Alamogordo  (NM)  Daily  News  seeks  an 
Advertising  Manager  to  lead  its  retail  and 
classified  advertising  departments,  a  staff 
of  eight.  A  college  degree  preferred. 
Should  have  five  years  of  newspaper  sales 
experience  and  at  least  one  year  of 
effective  management  experience.  Must 
have  energy,  creativity,  enthusiasm  and  the 
ability  to  lead  and  tram.  Needs  to  be  organ¬ 
ized,  goal-oriented  and  possess  a  positive 
attitude.  Excellent  benefits  at  this 
six-day-a-week  Gannett  newspaper  with  a 
circulation  of  7,500  daily  and  8,500 
Sunday.  EOE.  Please  send  resume  and  letter 
of  interest  to  Publisher,  Alamogordo  Daily 
News,  518  24  Street,  Alamogordo,  NM 
88310.  Or  Fax  to  (505)  437-7795. 

ADVERTISING  MANAGER 
The  Paducah  Sun,  a  27,000  circulation 
7-day  newspaper  is  seeking  an  experienced 
advertising  executive  to  oversee  a  staff  of 
15  newspaper,  TMC  and  special  product 
sales  representatives.  Position  also 
involves  oversight  of  various  support  staff. 
Creativity,  ability  to  organize,  plan,  and  mo¬ 
tivate  essential.  Budgeting  skills  and  ability 
to  make  sound  financial  analysis  critical. 
The  Sun  is  the  flagship  newspaper  of  family 
owned  Paxton  Media  Group,  LLC,  publisher 
of  27  daily  newspapers  and  numerous 
weekly  and  specialty  publications  in  the  Mid¬ 
west  and  Southeast,  providing  opportunities 
to  advance.  Benefits  include  pension, 
401(k)  with  match,  choice  of  health  insurance 
plans.  Send  resumes  to: 

Publisher,  The  Paducah  Sun 
408  Kentucky  Avenue,  Paducah,  KY  42003 
No  phone  calls,  please 

BELO  INTERACTIVE  -  Dallas 
ONLINE  CLASSIFIED  SALES  MANAGER 

Manage  online  classified  sales  team  in  Dallas. 
New  media  products  for  automotive/real  es¬ 
tate/employment  (banners,  sponsorships  and 
E-mail). 

Develop  co-selling  strategy  with  Dallas 
Morning  News,  WFAA  and  TXCN.  3  -  5 
years  classified  sales/management  experi¬ 
ence.  Knowledge  of  competing  media  a 
plus.  EEOE.  Resumes  in  WORD  to: 

bijobs@belointeractive.com 


CLASSIFIED  ADVERTISING  MANAGER 
If  you  have  at  least  3  years  of  experience  in 
classified  advertising  sales,  and  have  coor¬ 
dinated  the  work  of  other  sales  people,  this 
is  your  opportunity  to  become  a  full  time 
manager.  Fastest-growing  weekly  newspaper 
in  the  city  of  Philadelphia  is  looking  for 
an  energetic,  hands-on  classified 
advertising  manager.  You  will  be  expected 
to  recruit,  coach,  manage,  train,  encourage 
and  lead  a  sales  staff  of  4  people.  If  you 
have  a  proven  record  of  exceeding  sales 
goals  and  you  think  you  can  lead  others  to 
achieve  theirs,  contact  us  now.  Fax  resume 
and  cover  letter  indicating  salary  expecta¬ 
tions  to  (215)  569-3069. 


Small  daily,  SALES  MANAGER  who  can  be¬ 
come  Publisher,  5-10  years  sales  experience 
required.  Family  owned.  Booming  resort  area. 
Southwest.  Send  replies  to  Box 
3494,  Editor  &  Publisher  Classified,  770 
Broadway,  7th  Floor,  New  York,  NY  10003. 

OCTOBER  6,  2003 


ADVERTISING 


CUSSIFIED  ADVERTISING  DIRECTOR 

Imagine  a  position  where  on  Sunday  you’re 
already  looking  forward  to  getting  back  to 
the  race  Monday  morning.  Imagine  a  fast 
paced  work  environment  that  is  energizing 
and  offers  an  opportunity  for  advancement 
in  a  good  company  that  is  aggressively  add¬ 
ing  newspapers  nationwide. 

The  Sioux  City  Journal  is  looking  for  an  en¬ 
ergetic,  creative,  enthusiastic  Classified  Ad¬ 
vertising  Director  with  a  passion  for  achieving 
goals.  This  is  a  department  head  position  re¬ 
porting  directly  to  the  publisher. 

Responsibilities  include  management  of  five 
inside  sales  people  and  five  outside  sales 
people.  The  position  is  accountable  for  all 
areas  of  the  classified  department  including 
Employment,  Automotive,  Real  Estate,  and 
private  party  as  well  as  online  and  three 
niche  products.  The  successful  candidate 
must  have  3-5  years  sales  management  ex¬ 
perience,  preferably  in  classified  and  a 
proven  track  record  of  growing  revenue 
creatively  and  rapidly. 

We  are  a  Lee  Enterprise  newspaper,  a  leader 
in  the  industry  in  sales  and  marketing, 
emphasizing  strong  local  journalism  as  our 
foundation  for  success. 

We  offer  a  full  benefits  package  including 
medical,  dental,  vision,  life  insurance,  gen¬ 
erous  401(k).  employee  stock  purchase 
and  paid  vacation. 

Please  send  your  resume  with  cover  letter 
and  references  to: 

Ron  Peterson,  Publisher 
Sioux  City  Journal 

P.O.  Box  118,  Sioux  City,  Iowa  51101 
Ron.Peterson@Lee.net 


CORPORATE  SALES 

Morris  Communications  Company,  has 
openings  for  Corporate  Advertising  Sales 
Representatives.  Qualified  applicant  will 
work  in  the  Corporate  Advertising  Depart¬ 
ment  located  in  Augusta,  GA  producing  local 
ad  sales  in  assigned  markets. 

Job  duties  and  responsibilities  require  the 
ability  to  implement  customized  sales  pro¬ 
grams.  This  newly  created  sales  team  posi¬ 
tion  seeks  successful,  experienced  people 
for  advertising  sales  with  a  proven  track 
record  selling  to  local  advertising  markets. 
Heavy  travel  is  required. 

Competitive  salary  and  benefits  package. 
Aggressive  commission  and  bonus  program. 
Candidate  must  possess  excellent 
written  and  verbal  communication  skills, 
computer  skills  in  MS  Word,  Excel  and  Power 
Point  useful. 

Please  send  resume  and  salary  requirement 
to: 

Everton  Weeks 

Morris  Communications  Company,  LLC 
725  Broad  Street,  Augusta,  GA  30901 
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-HELP  WANTED- 


ADVERTISING 


CTG  CALL  CENTER  MANAGER 
CTG  (Classified  Technologies  Group),  one 
of  the  Nation's  1st  Outsourcing  Classified 
Call  Centers,  has  an  opportunity  of  a 
lifetime  for  a  Call  Center  Manager. 

CTG  is  a  spinoff  company  of  The  Flyer  Mag¬ 
azine  and  is  located  in  beautiful  Tampa, 
Florida  in  a  state-of-the-art  facility.  The  Flyer 
Magazine  is  a  nationally  recognized  award 
winning  publication  serving  the  State  of  Flor¬ 
ida  for  almost  3  decades. 

Offering  stability  and  growth  to  the  right  in¬ 
dividual,  the  successful  candidate  for  this 
position  must  have  no  less  than  five  years 
of  outbound  call  center  experience  managing 
a  team  of  25  or  more.  The  candidate 
should  have  the  ability  to  hire,  train  and  mo¬ 
tivate  a  winning  sales  team  with  strategic 
planning  experience;  MBA  degree  a  plus. 

A  candidate  will  only  be  considered  and  re¬ 
sponded  to  when  a  cover  letter  is  attached 
to  your  resume  describing  how  your  qualifi¬ 
cations  match  our  requirements.  Tell  us 
why  you  want  to  be  a  member  of  the  Bay 
Area's  most  successful  sales  organization. 

We  offer  you: 

•  Salary  and  Aggressive  Incentive 
Programs 

•  Paid  Days  Off 

•  Health,  Dental,  Vision,  Life,  Disability 

•  401(k)  Savings  Plan 

•  Tuition  Reimbursement 

•  Direct  Deposit  to  Checking  and  Savings 
•Management  Support  and  Personal  De¬ 
velopment 

Send  resume  to: 

Rob  Zarrilli,  Sales  Manager 
E-mail:  job245@classifiedtechnologies.com 
Fax:  (813)  623-3983 
EOE  Drug  Free  Workplace 


FRESH  START  FOR 
SEASONED  SALES  LEADER 
Fastest-growing  weekly  newspaper  in  the 
city  of  Philadelphia  is  looking  for  an  energetic, 
hands-on  display  advertising  manager 
to  develop  an  untapped  market.  You  will  be 
expected  to  recruit,  coach,  manage,  train, 
encourage  and  lead  a  sales  staff  of  8  people. 
If  you  have  a  proven  record  of  exceeding 
sales  goals  and  leading  others  to 
achieve  theirs,  contact  us  now.  Fax  resume 
and  cover  letter  indicating  salary  expecta¬ 
tions  to  (215)  569-3069. 


RETAIL  AND  CLASSIFIED 
ADVERTISING  MANAGERS 
Medium-sized,  family  owned  newspaper 
seeks  both  a  retail  and  a  classified  pro  who 
can  motivate,  train  and  guide  our  sales 
teams.  Back  to  basics  plus  fresh  ideas  will 
grow  our  revenues.  Good  compensation,  in¬ 
centive  and  benefit  packages  for  right  can¬ 
didates.  Resume,  salary  history  to  B.J.  Fra¬ 
zier,  The  Daily  Item,  38  Exchange  Street, 
Lynn,  MA  01903  or  bfrazier@shore.net. 


Obstacles  don't  have  to  stop  you. 
If  you  run  into  a  wall,  don't  turn 
around  and  give  up.  Figure  out 
how  to  climb  it,  go  through  it,  or 
work  around  it. 

-  Michael  Jordan 


_ ADVERTISING _ 

JOIN  A  WINNING  TEAM 
ADVERTISING  MANAGER 
The  Las  Cruces  Sun-News,  a  Gannett  news¬ 
paper  located  in  Las  Cruces,  New  Mexico 
has  an  opening  for  an  Advertising  Manager. 
The  successful  candidate  for  this  position 
should  have  multi  market  experience  with 
the  ability  to  lead  and  direct  the  Advertising 
Department  in  the  attainment  of  revenue 
and  linage  goals.  This  person  will  train  and 
motivate  a  staff  of  22  professionals  in  the 
accomplishing  of  department  goals. 

Basic  requirements  include:  Education 
and/or  training  in  marketing,  advertising 
sales,  business,  retailing  and  management. 
Newspaper  sales  experience  required. 
Leadership  and  problem  solving  skills  es¬ 
sential.  Ability  to  manage  multiple  projects 
in  an  organized  manner  while  meeting  dead¬ 
lines.  Knowledge  of  all  levels  of  advertising 
will  be  a  plus. 

Please  mail  cover  letter  and  resume  to: 

Las  Cruces  Sun-News 
256  W.  Las  Cruces  Avenue 
Las  Cruces,  NM  88005 
Fax:  (505)  541-5497 
Or  E-mail:  jluna@lcsun-news.com 

SALES  MANAGER 

Mid-size  daily  in  a  dynamic,  competitive 
market  has  an  opportunity  available  for  an 
Advertising  Sales  Manager.  This  position, 
which  reports  to  the  Director  of  Sales  and 
Marketing,  is  directly  responsible  for  the  su¬ 
pervision  of  the  Retail  and  Classified  Display 
sales  staff.  In  addition,  the  successful  can¬ 
didate  will  be  responsible  for  planning,  de¬ 
veloping  and  executing  all  sales  initiatives 
and  products. 

Qualifications  include  a  proven  record  of  ac¬ 
complishment  in  newspaper  sales,  strong 
leadership,  organizational  and  negotiating 
skills  and  the  ability  to  work  well  in  a  team 
environment. 

College  degree  and  minimum  of  five  years 
newspaper  sales  experience  is  required. 
Excellent  benefits  package;  salary  commen¬ 
surate  with  qualifications  and  experience. 
Qualified  candidates  may  send  letter  of  in¬ 
terest  and  resume  to: 

Box  3510,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


^  , 


Your 

communication 
link  to  the 
newspaper 
industry  every 
week 

since  1884. 


ADVERTISING 


SALES  MANAGER 

The  Corpus-Christi  Caller-Times,  an  E.W. 
Scripps  property,  is  looking  for  an  experi¬ 
enced,  performance  driven,  sales  manager 
to  lead  a  team  of  8-10  retail  account  execu¬ 
tives. 

Responsibilities  include  managing  sales  re¬ 
sults,  developing  strong  customer  relation¬ 
ships,  managing  budgets/expenses,  provid¬ 
ing  strong,  ethical  leadership  and 
developing  employee  potential. 

Qualifications  include  BS/BA  degree  in  busi¬ 
ness  marketing,  or  other  related  field,  5  or 
more  years  proven  sales  experience  and  3 
or  more  years  of  sales  management  experi¬ 
ence.  Knowledge  of  employee  relations 
laws  and  practice  are  a  plus. 

Corpus  Christi,  Texas  offers  its  citizens  a 
relaxed  tropical  beach  community.  The  Call¬ 
er-Times,  7  times  voted  Best  Newspaper  in 
the  Southwest  in  its  circulation  category  by 
the  Press  Club  of  Dallas,  offers  its  employees 
a  challenging,  customer-driven  work  en¬ 
vironment,  a  highly  competitive  pay  and 
benefits  plan  and  a  work  environment  con¬ 
ducive  to  personal  and  professional  growth. 
Come  join  our  winning  team! 

Send  a  resume  to: 

Human  Resource  Department 
Corpus  Christi  Caller-Times 
Corpus  Christi,  TX  78401 
FAX:  (361)884-5357 
E-mail:cthr@caller.com 
We  are  an  Equal  Opportunity  Employer. 


CIRCULATION 


CIRCULATION  MANAGER 
Circulation  Manager  needed  at  growing  sub¬ 
urban  Atlanta  daily.  Six  day,  morning  delivered 
6000  circulation  paper.  Career  making 
opportunity  for  strong,  hands-on  manager. 
Fax  or  E-mail  resume  to  Publisher  at: 

(770)  949-7556 

dmurray@douglascountysentinel.com 


CITY  CIRCULATION  MANAGER 
The  Telegraph,  a  Knight  Ridder  newspaper 
located  in  Macon,  Georgia,  has  an  immediate 
opening  for  a  City  Circulation  Manager 
which  includes  all  areas  of  Bibb  County.  Re¬ 
sponsibilities  include  sales,  service  and  col¬ 
lection,  and  the  transportation  department. 
Requirements  are  previous  newspaper  deliv¬ 
ery  experience,  management  background, 
marketing  skills,  and  the  ability  to  lead  a 
team  in  competitive  markets. 

We  offer  a  competitive  salary  and  bonus 
program.  Benefits  include  medical,  dental, 
vision,  life  insurance,  401(k),  and  stock  pur¬ 
chase  plan. 

Mail  cover  letter  and  resume  to: 

The  Telegraph 

P.O.  Box  4167,  Macon,  GA  312014167 
E-mail:  resume@macontel.com 
Fax  (478)  744-4498 


LOOKING  for  that  next  career  move?  Go  to 
The  Ogden  Newspapers,  Inc.  web  site  at: 
www.ogdennews. com/opportunities 


CIRCULATION 


CIRCULATION  MARKETING  DIRECTOR 
San  Francisco  Business  Times 
The  San  Francisco  Business  Times  in  seeking 
a  Circulation  Marketing  Director  to  join 
their  dynamic  team.  We're  looking  for  a 
seasoned  professional  with  strong  sales 
management  skills  who  is  goal-driven.  This 
job  encompasses  a  broad  range  of  skills, 
most  particularly  the  ability  to  successfully 
lead  and  manage  a  sales  team,  forecast 
sales  growth  and  oversee  customer 
service. 

The  ideal  candidate  is  a  strong  leader  expe¬ 
rienced  in  results-oriented  marketing  and 
must  have  the  ability  to  scan  the  business 
environment  and  identify  trends  and  translate 
into  creative  new  strategies  to  grow 
readership.  This  job  requires  a  crea- 
tive,focused  individual  who  is  able  to  develop, 
sell  and  successfully  implement  innovative 
subscription  programs.  A  4  year  college  de¬ 
gree  or  equivalent  experience  required.  Circu¬ 
lation  background  a  plus. 

The  San  Francisco  Business  Time  is  part  of 
American  City  Business  Journals  with  head¬ 
quarters  in  (jharlotte.  North  Carolina.  This 
full-time  position  offers  a  competitive  com¬ 
pensation  package,  benefits  and  401  (k). 

All  qualified  candidates  forward  your 
resume  and  cover  letter  with  salary  require¬ 
ments  to:smatsumoto@bizjournals.com  or 
FAX  to:  (408)  294-6331. 

No  phone  calls,  please.  EOE. 

CIRCULATION  SALES  MANAGER 
The  Quad-City  Times  has  an  immediate  op¬ 
portunity  for  an  experienced,  results-oriented 
Circulation  Sales  Manager. 

Responsibilities  for  this  highly  visible  and 
key  position  include: 

•  Developing  and  implementing  sales  pro¬ 
grams  to  increase  home  delivery  circulation 
while  improving  subscriber  retention. 

•  Directing  circulation  sales  and  marketing 
activities  through  the  use  of  an  in-house  tel¬ 
emarketing  crew,  carrier  contests, 
database  marketing,  and  direct  mail  cam¬ 
paigns. 

•  Constructing  key  measurements  and  in¬ 
spection  points  that  will  ensure  quality  new 
orders  and  efficient  service  to  new  sub¬ 
scribers. 

•  Designing  and  implementing  cost  and  order 
production  goals  for  all  circulation  sales 
activities. 

Required  qualifications  include:  a  Bachelor's 
degree  in  marketing  or  equivalent  work  ex¬ 
perience,  demonstrated  success  in  the  de¬ 
sign  and  execution  of  subscription  sales 
promotions  in  a  newspaper  setting,  excellent 
communication  and  strategic  planning 
skills,  database  marketing  applications,  tel¬ 
emarketing  management,  and  strong  PC 
skills. 

Please  submit  your  resume  and  a  cover  letter 
indicating  your  current  compensation  to: 
Quad-City  Times 
Human  Resources 
Attn:  Circulation  Sales  Manager 
500  E  3rd  Street,  Davenport,  lA  52801 
FAX:  (563)  383-2223 
E-mail:  jobs@qctimes.com 
The  Quad-City  Times  and  Lee  Enterprises, 
Inc.,  are  Equal  Opportunity  Employers. 

We  do  not  discriminate  on  the  basis  of 
race,  religion,  color,  sex,  age,  national 
origin  or  disability. 
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-HELP  WANTED- 


CIRCULATION 


CIRCULATION 


EDITORLAL 


COLLEGE  SALES  MANAGER 
Eastern  U.S.  (New  England,  New  York 
State,  Pennsylvania) 

Leading  national  publisher  seeks  results  ori¬ 
ented  sales  manager  who  can  establish 
new  and  manage  existing  relationships  in 
the  college  segment  of  the  education  mar¬ 
ketplace.  Work  with  NYT  personnel,  college 
faculty  and  staff,  student  organizations, 
bookstores  and  third  party  vendors  to  pro¬ 
mote  The  New  York  Times  brand  and  in¬ 
crease  sales  within  territory.  Candidates 
must  be  proficient  at  identifying  college 
sales  opportunities  and  interacting  with  cli¬ 
ents  at  all  levels  to  Chancellor  or  President. 
Responsibilities  include  establishing 
territory  sales  goals  with  Sales  Director; 
creating  and  executing  sales/marketing 
plans  and  strategies  that  drive  new 
business  for  all  targeted  institutions.  Must 
be  able  to  collaborate  with  staff  to  establish 
programs  that  enhance  professorial  class 
requirements,  grow  existing  college  sub¬ 
scription  programs,  sell  and  nurture  reader- 
ship  programs  and  open  new  college  pro¬ 
grams  where  a  void  currently  exists.  Col¬ 
laborate  with  and  train  third  party  vendors, 
bookstores  and  student  organizations  on 
college  related  sales  and  marketing  activities. 
Travel  required.  This  position  will  cover 
the  following  geography;  Southeastern  New 
York  State  (including  NY  city  boroughs  and 
Long  Island)  all  of  Connecticut  and  Rhode  Is¬ 
land  and  Pennsylvania. 

REQUIREMENTS:  To  excel  in  this  fast-paced 
environment,  the  candidate  must  be: 

•  Organized,  flexible,  and  self-motivated. 
•Able  to  handle  multiple  projects  and 

tasks  and  meet  varying  deadlines. 

•Able  to  develop  and  execute  sales  and 
marketing  plans  and  strategies  to  grow 
new  business. 

•  Able  to  successfully  interact  with  a 
variety  of  individuals  and  organizations. 

•  Sales  and  team  driven. 

•  Knowledge  and  experience  in  newspaper 
sales  and  distribution  is  helpful.  Experience 
making  sales  presentations  and/or 
interacting  with  the  educational 
community  preferred. 

•  Able  to  communicate  effectively  both  ver¬ 
bally  and  in  writing;  excellent  interpersonal 
skills. 

•  College  degree  required.  Advanced  degree 
in  Marketing,  Communication  or 
Education  preferred. 

•  Must  possess  strong  computer  skills  and 
be  proficient  in  Microsoft  Office  applica¬ 
tions. 

We  offer  a  competitive  salary  and  an  out¬ 
standing  benefits  program.  Salary  will  be 
competitive,  taking  the  candidate’s  qualifi¬ 
cations  and  experience  into  consideration. 
Participation  in  the  sales  bonus  incentive 
program.  Car  allowance  provided  -  must 
have  reliable  car. 

Interested  candidates  are  invited  to  send 
resume  and  cover  letter  stating  salary  re¬ 
quirements  to; 

Kevin  Cappallo 

National  Director-Education  Sales 
P.O.  Box  541073, 60  First  Avenue 
Waltham,  MA  02454-1073 
E-mail:  cappak@nytimes.com 
Fax:(781)466-1965 
We  are  an  EEO  employer 


SINGLE  COPY  SALES  MANAGER 
Orlando  Sentinel  Communications,  a  business 
unit  of  Tribune  Company,  located  in 
downtown  Orlando,  Florida,  is  a  multimedia 
communications  company  that  strives  to  be 
Central  Florida’s  leading  information  provider 
in  today’s  market.  The  Orlando  Sentinel 
is  in  the  top  third  of  all  newspapers  in  the 
country  and  a  leader  in  circulation 
marketing  innovation. 

We  are  seeking  a  take  charge  individual 
with  prior  newspaper  experience  to  direct 
our  single  copy  operations,  the  largest  hotel 
delivery  program  in  the  country  and  dis¬ 
tribution  partnerships  with  other 
publications. 

This  position  reports  to  the  Consumer  Dis¬ 
tribution  Manager  and  requires  three  to  five 
years’  management  experience  in  a  com¬ 
petitive  single  copy  sales  environment.  Ex¬ 
cellent  oral,  written  communication,  inter¬ 
personal,  project  management,  analytical, 
and  technology  skills  are  essential. 
Requirements  also  include  sales,  operational 
analysis,  budgeting,  planning,  and  motivation. 
Experience  managing  employees  and 
working  with  independent  contractors  is  es¬ 
sential.  Undergraduate  degree  in  Marketing, 
Business  or  related  field,  or  equivalent  relat¬ 
ed  work  experience. 

We  offer  a  competitive  salary,  401(k)  plan, 
and  medical  insurance,  tuition  reim¬ 
bursement,  along  with  the  opportunity  to  ex¬ 
pand  your  career  with  a  leading  multimedia 
company.  Qualified  candidates  may  E-mail 
or  mail  resumes  with  Source  Code 
EP-SCSM-JB  to: 

ibrito@orlandosentinel.com 
Orlando  Sentinel  Communications 
Employment  Center 

633  N.  Orange  Avenue,  Orlando,  FL  32801 
EOE  Drug  Free  Workplace 


EDITORIAL 


DESIGNER/COPY  EDITOR:  Connecticut  daily 
between  Boston/New  York  seeks  newspa¬ 
per-experienced  person  to  create  and  pagi¬ 
nate  colorful  features  section,  edit  copy, 
write  headlines.  Resumes,  samples  to  Man¬ 
aging  Editor,  Republican-American,  389 
Meadow  Street,  Waterbury,  CT  06722,  or 
call  (203)574-3636,  ext.  1493. 

Equal  Opportunity  Employer 


ASSIGNING  EDITOR 

The  Seattle  Times  seeks  a  high-energy, 
news-sawy  assigning  editor.  The  position 
offers  considerable  challenges  and  equal 
rewards.  The  Times  is  an  ambitious  news 
operation  with  a  strong  ethic  in  investigative 
and  public-affairs  reporting  and  a  staff  of 
aggressive  reporters. 

The  Seattle  area  is  one  of  the  nation’s  most 
dynamic  news  playgrounds  and  is  confronting 
a  dramatic  array  of  social,  economic  and  po¬ 
litical  changes.  And  The  Times  is  a 
Pulitzer  Prize-winning  newspaper  committed 
to  a  diverse  workplace  and  its  distinction  as 
an  independent,  family-owned  publication. 

The  editor  will  manage  a  team  of  reporters. 
She  or  he  will  collaborate  with  fellow  editors 
to  sharpen  the  daily  news  report,  pursue 
smart  enterprise  off  the  news  desk  and  bring 
more  edge  to  our  beat  coverage.  Candidates 
must  have  proven  ability  to  judge 
news,  oversee  enterprise  work  and 
motivate  people  in  a  successful  daily  news 
operation. 

Send  resume,  samples  of  breaking-news 
and  enterprise  coverage,  and  cover  letter 
summarizing  strengths  and  news 
philosophy  to  Terry  Tazioli,  newsroom  re¬ 
cruiter,  The  Seattle  Times,  1^.0.  Box  70,  Se¬ 
attle,  WA  98111.  The  Seattle  Times  is  a 
drug-free  workplace. 

CITY  EDITOR:  The  Juneau  Empire,  the  daily 
newspaper  for  Alaska’s  capital  city,  is  seeking 
a  city  editor  who  is  excited  about  coaching  re¬ 
porters.  The  candidate  should  excel 
at  organization  and  planning,  be  able  to  de¬ 
velop  enterprise  stories  and  proiects,  and 
work  well  with  photographers  and  page  de¬ 
signers  on  planning  story  packages.  The 
job  may  include  writing  some  editorials. 
Only  candidates  with  several  years  of  expe¬ 
rience  at  a  daily  paper  will  be  considered. 
Please  send  your  resume  and  work 
samples  to  Lori  Thomson,  Juneau  Empire, 
3100  Channel  Drive,  Juneau,  AK  99801  or 
E-mail:  lthomson@juneauempire.com 

MANAGING  EDITOR  for  3,700  6  day  com¬ 
munity  newspaper  in  Blackfoot,  Idaho.  Must 
have  strong  editing  skills,  page  layout  in 
Quark.  Must  supervise  staff  of  four.  Send 
resume  to  Blackfoot,  Box  271,  Colville,  WA 
99114. 


EDITORIAL 


COPY  EDITOR/PAGE  DESIGNER:  If  you  are 
given  a  picture  of  Tiger  Woods,  12  inches 
of  type  and  a  fact  box,  could  you  make  a 
centerpiece  package  that  would  ‘WOW” 
readers?  If  you  have  a  story  about  a 
14-year-old  whose  mother  -  and  then  the 
police  -  busted  his  marijuana  business, 
would  you  write  a  headline  about  a  business 
going  to  pot  or  up  in  smoke?  In  other 
words,  do  you  want  to  have  FUN  being  a 
copy  editor?  If  you  do,  we  are  looking  for 
you.  We  want  a  word-person  with  a  flair  for 
design  to  pump  some  excitement  into  our 
pages.  Resume  and  samples  of  work  to 
Patti  Ewald,  AME,  The  Chronicle-Telegram, 
225  E.  Avenue,  Elyria,  OH  44035. 

EDITOR 

The  Portland  Business  Journal,  a  weekly 
business  newspaper  serving  the  greater 
Portland,  OR  metropolitan  area,  is  seeking 
an  editor.  The  editor  is  responsible  for  setting 
the  editorial  direction,  tone  and  philosophy  of 
the  paper  while  managing  a  staff  of 
12. 

The  editor  will  also  be  a  very  visible  part  of 
the  business  community.  Departmental 
management  experience  required.  The  Port¬ 
land  Business  Journal  is  part  of  the  American 
City  Business  Journals  chain  of  41  regional 
business  publications.  Respond  to: 
cwessel@biz]ournals.com. 


EDITOR 

Bead  &  Button  Magazine 

Outstanding  opportunity  for  an  experienced 
Editor  to  direct  the  world’s  largest  and 
most  influential  magazine  on  beading.  Along 
with  your  editorial  and  staff  management 
skills,  you  should  have  a  passion  and  knowl¬ 
edge  of  beading  along  with  a  creative  mar¬ 
keting  mindset  to  enhance  this  fast 
growing,  bi-monthly  magazine  with  a  current 
circulabon  of  155,000. 

MANAGING  EDITOR 

Birder’s  World  Magazine 

America’s  premier  birdwatching  magazine 
and  a  showcase  for  the  best  nature  photog¬ 
raphers  and  writers  in  the  country,  is  seeking 
a  Managing  Editor.  The  ideal  candidate 
must  be  a  top-notch  photo  editor  with 
strong  management  experience,  an  eye  for 
magazine  design,  excellent  communication 
skills,  proven  wribng  and  editing  experience, 
and  enthusiasm  for  nature,  b'rds,  and 
birdwatching.  Bachelor’s  degree  in  English, 
Journalism,or  nature-related  field  preferred. 

Kalmbach  Publishing  Co.  has  been  in  the 
business  for  70  years,  we’ve  enjoyed  con¬ 
sistent  growth  and  success,  and  our  products 
are  No.  1  in  their  fields.  We  offer  an 
excellent  benefits  package  that  includes 
401(k)  and  profit  sharing,  as  well  as  reloca¬ 
tion  assistance.  Our  offices  are  located  in  a 
beautiful  western  suburb  of  Milwaukee,  Wis¬ 
consin.  Interested  candidates  should  send  a 
cover  letter,  a  resume  (including  your  E-mail 
address),  cover  letter  detailing  hobby  and 
editorial  experience,  and  salary  requirements 
to:  KALMBACH  PUBLISHING  CO., 

Attn:  Human  Resources.  EDT-1,  21027 
Crossroads  Circle,  P.O.  Box  1612,  Wauke¬ 
sha,  Wl  53187-1612,  Fax:  (262)  796D739 

E-mail:hr@kalm  bach.com 
www.kalmbach.com.  EOE. 


EDITORIAL 

EDITORIAL 

MEOIATT 

MANAGEMENT  X  X 
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-HELP  WANTED- 


EDITORIAL 


EDITOR 

Come  to  a  quiet  mountain  paradise  to  prac¬ 
tice  your  excellent  community  journalism 
skills.  Immediate  opening,  experienced  editor 
needed  for  3,000  paid  quality  weekly  in 
Eastern  Oregon.  Outdoor  recreational  par¬ 
adise,  livable  community,  full  benefits  in¬ 
cluding  401(k),  profit  sharing,  health  plan. 
Must  handle  news,  photos,  layout  and  su¬ 
pervision  with  skill  and  dedication  in  a  digital 
process.  Degree  and  minimum  3  years 
experience.  Competitive  salary.  Send  your 
resume,  including  cover  letter  to  D.  Courtney, 
Blue  Mountain  Eagle,  195  N.  Canyon 
Blvd.  John,  Day,  Or  97845,  or  E-mail  to: 
dcourtney<^luemountaineagle.com 


MANAGING  EDITOR 

Teacher  Magazine,  a  bi-monthly  general- 
interest  magazine  aimed  at  K-12  educators 
nationwide,  is  looking  for  an  editor  with 
news  and  magazine  experience.  Must  be 
able  to  write  and  edit  well,  plan  and  supervise 
a  news  section,  and  work  with  a  team. 
Background  in  education  reporting  a  plus. 
With  a  circulation  of  125,000,  Teacher  is  an 
independent  publication  that’s  been  nomi¬ 
nated  for  National  Magazine  Awards.  Its 
congenial  office  is  located  in  a 
Metro-accessible  suburb  just  outside  Wash¬ 
ington,  DC.  Salary  commensurate  with  ex¬ 
perience.  Generous  benefits  package.  Send 
resume  and  writing  and  editing  samples  to 
Rich  Shea,  Teacher  Magazine,  6935  Arlington 
Road,  Suite  100,  Bethesda,  MD 
20814. 


OsterDowJones,  an  international  commodi¬ 
ties  newswire,  seeks  a  NEW  YORK  BASED 
REPORTER  to  cover  cotton  and  cocoa  futures 
markets.  Ideal  candidate  will  have 
1-2-1-  years  reporting  experience.  Send  re¬ 
sume  and  clips  to  Terry  Wooten,  Vice  Pres¬ 
ident  &  Editor-in-Chief,  OsterDowJones 
Commodity  News,  90  Broad  St.  17th  FI, 
New  York,  N.Y.  10004. 


Smart  and  skillful  GOVERNMENT  REPORTER 
with  minimum  three  years  of  experience 
who  promises  never  to  write  a  lede  that 
begins  "The  County  Commission  voted 
today  .  . .”  sought  by  mid-sized  Florida  daily 
with  big-sized  ambitions.  Salary  mid-30s  to 
mid40s  in  a  tax-free  state.  Clips  and  resume 
to  City  Editor,  Sarasota  Herald  Tribune,  801 
S.  Tamiami  Trail,  Sarasota,  FL  34236. 


SPORTS  PAGE  DESIGNER/COPY  EDITOR 

The  Salt  Lake  Tribune,  Utah's  largest  news¬ 
paper  with  a  circulation  of  133,000  during 
the  week  and  155,000  on  Sundays,  is  look¬ 
ing  for  an  experienced  sports  page  design¬ 
er/copy  editor. 

Knowledge  of  DTI  and  Photoshop  is  helpful, 
as  is  a  good  background  in  sports  and  the 
ability  to  work  well  with  others.  At  least  five 
years  of  daily  newspaper  experience  as  a 
copy  editor/page  designer  is  desired. 

To  apply,  please  send  resume,  cover  letter, 
references  and  work  samples  to  Jerry 
Kane,  The  Salt  Lake  Tribune,  143  S.  Main 
St.,  Salt  Lake  City,  UT,  841 1 1  or  E-mail  to; 
jkane@sltrib.com. 


EDITORIAL 


SPORTS  WRITER 

The  Watertown  Daily  Times,  a  33,000- 
circulation  daily  in  northern  New  York  state, 
seeks  an  energetic  sports  writer  to  join  an 
aggressive,  hard-working  staff  in  our 
Canton  bureau.  Responsibilities  include  cov¬ 
ering  all  aspects  of  high  school,  college  and 
recreational  sports.  Please  send  re¬ 
sume/clips  to  Gregory  Gay,  Executive 
Sports  Editor,  Watertown  Daily  Times,  260 
Washington  Street,  Watertown,  NY  13601. 

WRITER 

African  American  weekly  newspaper  seeks 
freelance  writer  for  500  to  1000  word  arti¬ 
cles  on  a  variety  of  topics  of  interest  to  its 
market.  Please  forward  writing  samples,  re¬ 
sume,  compensation  expectations  to: 

Eric  H.  Kearney 

P.O.  Box  29077,  Cincinnati,  OH  45229 


MAILROOM 


Daily  seeks  experienced  MAILROOM  MAN¬ 
AGER  with  Kansa  480.  Steve  Nichols  c/o 
Southeast  Missourian,  P.O.  Box  699,  Cape 
Girardeau,  MO  63702. 

snichols@semissourian.com 


PRESSROOM 


Daily  seeks  LEAD  PRESSMAN.  Goss  Com¬ 
munity  or  DGM  management  experience  a 
plus.  Steve  Nichols  c/o  Southeast  Missour¬ 
ian,  P.O.  Box  699  Cape  Girardeau,  MO 
63702  snichols@semissourian.com 

LEAD  PRESS  OPERATOR 
NIGHT  SHIFT 

The  Free  Lance-Star,  a  50,000  dally  news¬ 
paper  located  50  miles  south  of 
Washington,  DC,  in  the  historic  city  of  Fred¬ 
ericksburg,  VA,  has  an  opening  for  a  Lead 
Pressman.  We  have  nineteen  units  of  Goss 
Urbanite  and  ten  units  of  Enkel  RTPs.  Quali¬ 
fied  candidate  will  have  a  minimum  of  five 
years  experience  in  a  lead  press  room  posi¬ 
tion,  strong  mechanical,  computer  and  com¬ 
munication  skills  and  a  commitment  to  qual¬ 
ity.  This  position  reports  to  the  pressroom 
manager  and  will  be  expected  to  direct  the 
department  in  his  absence.  If  interested, 
send  resume  to  The  Free  Lance-Star,  At¬ 
tention:  Human  Resources,  616  Amelia 
Street,  Fredericksburg,  VA  22401 . 

Or  E-mail:  arock@freelancestar.com 


NIGHT  PRESS  MANAGER:  For  a  39,000  cir¬ 
culation  daily  (a.m.)  newspaper  in  South 
Texas  near  the  Gulf  Coast.  The  Victoria  Ad¬ 
vocate,  a  family-owned  newspaper,  is  looking 
for  someone  to  direct  the  night  press 
operation  with  an  emphasis  on  consistent 
quality  printing.  Strong  leadership  and  man¬ 
agement  skills  required  to  direct  a  staff  of 
1 1 .  Qualified  applicants  will  have  prior  ex¬ 
perience  as  a  press  journeyman,  some 
background  in  press  maintenance,  and  prior 
supervisory  experience.  Knowledge  of  cur¬ 
rent  electronic  pre-press  workflow  would  be 
helpful.  Harris  Press.  Competitive  salary 
and  excellent  benefit  package.  Send  resume 
detailing  prior  experience  including 
press  equipment  and  salary  requirements 
to  pswan^icad.com,  or  FAX  to  (361) 
574-1202,  P.O.  Box  1518,  Victoria,  T)< 
77902.  For  more  information  contact 
Penny  Swan,  (361)  574-1275.  An  EOE 
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PRESSROOM 


P&P  Press  Inc.,  an  award-winning  commercial 
cold  set  web  offset  printing  plant,  with 
4  Harris  VI 5  presses,  is  seeking  an  indi¬ 
vidual  with  a  minimum  of  5  years 
experience  as  a  PRESS  OPERATOR  and  is 
dedicated  to  high  quality  standards.  Three 
day,  12  hour  shifts.  Air-conditioned.401(k) 
-I-  more.  Call  John  Landry  or  send  resume 
and  samples  to:  HR,  P&P  Press  Inc.,  6513 
N.  Galena  Road,  Peoria,  IL  61614.  (309) 
691-8511. 


-POSITIONS  WANTED- 


ADMINISTRATIVE 


PUBLISHER’S  CONSULTANT 
30  years  experience  in  all  facets  of  daily 
and  weekly  publishing.  Able  to  plan  and  initi¬ 
ate  cold-starts,  rebuild  dormant  or  red  ink 
papers,  recruit  and  train  ad  and  edit  staffs, 
and  handle  overall  administration.  I  work  as 
the  publisher’s  right-hand  for  as  long  as 
needed.  References  and  brochure  upon  re¬ 
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said  Downie,  who  reliised  to  divulge  if  any 
of  his  staffers  were  among  the  reporters  ap¬ 
proached  with  the  leak.  “We  do  not  publish 
names  if  the  CIA  requests  us  not  to  and  we 
never  reveal  confidential  sources  unless 
they  agree  to  be  revealed.” 

Others  said  that  reporters  who  chose  not 
to  report  Flame’s  identity  not  only  showed 
good  judgment,  but  that  they  also  shouldn’t 
be  criticized  for  failing  to  report  that  some¬ 
one  was  trying  to  leak  it  to  the  press  for 
political  gain.  “It’s  not  our  job,”  McManus 
said.  “It  is  the  job  of  the  government  to 
police  its  employees  —  not  the  job  of  the 
media” 


JUST  WHEN  JOURNALISTS  STOPPED  FEARING  THAT  SOME- 

one  might  shout  “Jayson  Blair”  in  a  crowded  newsroom, 
the  uproar  over  Robert  Novak  revealing  a  CIA 
operative’s  identity  is  fueling  a  new  ethical  debate.  The 
issues  in  this  case  range  from  protecting  sources  to 
spilling  government  secrets. 

As  the  Justice  Department  investigates  who  leaked  the  identity 
of  agent  Valerie  Flame  to  Novak  —  and  at  least  five  other 
reporters  who  declined  to  publish  it  —  newspaper  veterans  and 
close  observers  disagreed  over  whether  the  columnist’s  actions 

the  San  Francisco  Chronicle.  “He  should 


crossed  any  ethical  or  legal  lines. 

“As  far  as  I’m  concerned,  Novak  should 
not  have  published  this  information,”  said 
Alex  Jones,  director  of  the  Joan  Shoren- 
stein  Center  on  Press,  Politics,  and  Public 
Policy  at  Harvard  University.  “It  seems  to 
be  Journalism  101  that  you  don’t  do  it.” 

Orville  Schell,  dean  of  the  Graduate 
School  of  Journalism  at  the  University  of 
California,  Berkeley,  agreed.  “It  was  and  is 
unethical  to  finger  somebody  in  intelli¬ 
gence,  particularly  when  that  person  has 
nothing  to  do  with  the  issue  —  she  was 
simply  a  sacrificial  lamb,”  he  said.  “He 
(Novak)  will  probably  hide  behind  some 
ethical  flak  jacket.  But  that  (shield)  law  is 
not  designed  to  protect  the  White  House.” 

Carl  Bernstein,  the  legendary'  Watergate 
investigative  reporter,  believes  Novak 
allowed  himself  to  be  used.  “He  didn’t  look 
at  the  motivation  of  why  in  the  world  they 
would  be  doing  this,”  Bernstein  told  E&P. 
“If  someone  from  the  White  House  called 
me  under  those  circumstances,  I  would  not 
print  that  she  was  a  CIA  operative  —  the 
story  would  be  the  conduct  of  The  White 
House.” 

Others,  however,  said  Novak  had  the 
right  to  publish  Flame’s  identity.  “I  don’t 
blame  Novak,”  said  Marc  Sandalow,  a  10- 
year  Washington,  D.C.  correspondent  for 


not  get  into  trouble.”  Doyle  McManus, 
Washington,  D.C.  bureau  chief  for  the  Los 
Angeles  Times,  supported  Novak’s  right  to 
report  the  information  —  but  questioned 


BYJOESTRUPP 


The  entire  incident 
raises  questions 
about  how  carefully 
reporters  consider 
who  is  leaking, 
and  why. 


its  relevance  to  the  story.  “I  think  it  was  a 
peculiar  fact  to  report  because  it  didn’t 
seem  to  have  any  significance,”  he  said. 
Referring  to  the  reporters  who  did  not 
release  Flame’s  name,  McManus  noted, 

“I  think  I  would  have  done  what  they  did, 
unless  I  found  some  way  that  it  was  rele¬ 
vant  to  disclose  (her  identity).” 

Several  top  editors  at  major  newspapers 
declined  to  discuss  Novak’s  actions,  while 
Executive  Editor  Leonard  Dow'nie  Jr.  of 
The  Washington  Post  would  only  comment 
on  the  reporters  who  chose  not  to  reveal 
Flame’s  identity.  ‘They  followed  the  proce¬ 
dure  we  would  have  followed  at  the  Post” 


But  Schell  disagreed,  faulting  those  who 
did  not  w'rite  a  story  “about  the  fact  that 
this  administration  —  so  opposed  to  leak¬ 
ing  —  was  itself  involved  in  leaks.”  Bern¬ 
stein  echoed  those  thoughts:  ‘The  story 
here  has  always  been  what  the  White 
House  did  in  going  to  Novak.” 

The  Justice  Department  probe  is  expect¬ 
ed  to  include  a  look  at  Novak’s  actions,  and 
possibly  the  behavior  of  other  reporters 
who  were  approached  with  the  leaked  ma¬ 
terial.  That  could  put  a  number  of  journal¬ 
ists  in  an  ethical  dilemma  over  revealing 
sources  and/or  trying  to  protect  informa¬ 
tion  garnered  through  interviews. 

‘There  could  be  a  bunch  of  subpoenas 
slapped  on  reporters’  desks,”  said  Gordon 
McKerral,  president  of  the  Society  of 
Professional  Journalists.  He  added  that  the 
entire  incident  raises  questions 
about  how  carefully  reporters 
consider  who  is  leaking,  and 
why. 

In  addition.  Flame’s  hus¬ 
band,  Joseph  Wilson  IV,  claims 
that  several  reporters  informed 
him  that  Bush  aide  Karl  Rove 
told  them  that  Plame  was  “fair 
game”  —  and  Wilson  has  said 
he  would  give  their  names  to 
investigators.  What  will  the  reporters  say  if 
asked  about  those  conversations? 

Still,  there  are  veterans,  such  as  Jones 
and  Downie,who  do  not  believe  the  inci¬ 
dent  will  hurt  the  image  of  journalists.  In 
fact,  Downie  sees  it  as  a  way  for  the  public 
to  learn  more  about  the  use  of  unnamed 
sources  and  how  careful  most  reporters  are 
about  reporting  government  secrets.  “It 
reinforces  the  principles  of  confidential 
sources  and  not  publishing  the  names  of 
covert  agents,”  Dow'nie  explained.  “I’he 
public  doesn’t  realize  how  often  we  behave 
in  a  responsible  way  because  they  don’t 
often  see  it  when  it  happens.”  11 


18  EDrrOR& PUBLISHER  OCTOBER  6,  2003 


www.edttorandpublisher.com 


7:00  PM 


8:00  PM 


Tonight  on  Antiques  Roadshow:  A  media  buyer  who 
doesn’t  subscribe  to  Mediaweek  is  disappointed  to 
learn  he’s  worthless. 


TECHNOLOGY 


Aiming  at  smallest  workgroups,  developer  will  directly  distribute 
writing  and  editing  program  that  integrates  with  its  InDesign 


tiary 

AMaCSC>*^.^  y 


BY  JIM  ROSENBERG 

WHILE  Adobe  Systems  and  Quark  vie  to  make 
their  writing-editing  and  design-pagination 
programs  the  preference  of  systems  developers 
and  publishers,  Adobe  is  also  preparing  to  sell 
its  new  InCopy  CS  directly  to  end-users  £is  an 
editorial  front  end  that  integrates  with  its  InDesign  and  other 
Creative  Suite  applications.  Available  by  year’s  end  as  a  CD  and  as 
a  download  from  Adobe,  InCopy  CS  will  not  be  packaged  for  retail. 
Acknowledging  that  relying  on  others  to  service  customers  and 

promote  its  products  does  lower  Adobe’s  - 

cost,  Senior  Product  Marketing  Manger  Ian  '  - 

Manasco  said  Adobe  will  not  abandon  its  ' 
integration  partners  —  more  than  a  dozen  '  \W 

of  whose  systems  optionally  or  exclusively  if  | 

relied  on  InCopy  and  InDesign.  q  1 

Direct  sale  ofInCopyCS  with  “Bridge  H 

Workflow  "  plug-ins  allowing  it  to  work  1  ***.csc>.^ 

with  InDesign  CS  gives  Adobe  access  to  p  ^ , 

smaller  vertical  markets,  according  to  the  j  AM,csc.tn.F 

software  Arm’s  managers.  At  this  level,  :,i  ***^-*r-' 

users  will  have  flle-based  operations.  lU 

Anyone  needing  a  database  would  look  to  —  jmgjgU 

third-partv  InCopv-InDesign  solutions.  j  i  •  »  ****<^.^.' 

.  ^  ,  ...  InCopy  Layout  view  and  Story  List  uhtnusmi. 

A  one-person  newsletter  might  rely  on  - 

InDesign’s  story  editor  alone  for  text  entry  story’s  current  ownership  and  status, 
and  editing,  and  many  or  most  periodical  Manasco  outlined  three  objectives  for 

publishers  would  go  to  third  parties  for  sys-  the  softw'are:  maintaining  copy  integrity  by 
terns  —  but  Adobe  sees  a  niche  in  publica-  keeping  copyfitting  in  the  hands  of  joumal- 

tions  of  modest  size  that  appear  no  more  ists  and  permitting  “changes  all  the  way  up 

than  weekly,  have  staffs  of  fewer  than  10  to  the  last  minute”;  customizing  editorial 

persons,  and  require  no  production  data-  tools  to  create  “a  comfortable  environment 
base,  customization  or  substantial  support.  to  turn  ftmctionality  on  and  off” ;  and 

Newspaper  prospects  may  range  from  streamlining  production  by  moving  from 
schools  to  the  many  stand-alone  weeklies  strictly  linear  to  collaborative  work  flows, 
that  don’t  have  a  group’s  centralization  or  The  first  is  achieved  because,  unlike  the 

network  opportunities.  Senior  Product  uncertain  line  breaks  and  overall  copyfit  of 

Manager  Chad  Siegel  said  that  small  mbced  software  environments,  InCopy  and 

weeklies  wanting  system  benefits  but  InDesign’s  shared  code  base  and  tight  inte- 

lacking  tens  of  thousands  of  dollars  can  use  gration  ensure  that  writers,  editors,  and 
“Bridge”  technology  to  establish  a  basic  lev-  designers  all  see  the  same  hyphenation  and 

el  of  workflow  management  among  writers,  justification.  And  all  editorial  statistics  are 
editors  and  designers.  The  arrangement,  shown,  including  a  copyfit  progress  bar. 
he  said,  “provides  base-level  file  locking  —  Reporters  can  work  in  story  view  (without 
check-in/out”  —  that  communicates  a  line  endings),  galley  view,  and  layout  view. 


InCopy  Layout  view  and  Story  List 


AM«CSC^/P. 

Unr«NtSM«tt 


story’s  current  ownership  and  status. 

Manasco  outlined  three  objectives  for 
the  softw'are:  maintaining  copy  integrity  by 
keeping  copyfitting  in  the  hands  of  journal¬ 
ists  and  permitting  “changes  all  the  way  up 
to  the  last  minute”;  customizing  editorial 
tools  to  create  “a  comfortable  environment 
to  turn  ftmctionalitv'  on  and  off” ;  and 
streamlining  production  by  moving  from 
strictly  linear  to  collaborative  work  flows. 

The  first  is  achieved  because,  unlike  the 
uncertain  line  breaks  and  overall  copyfit  of 
mixed  software  environments,  InCopy  and 
InDesign’s  shared  code  base  and  tight  inte¬ 
gration  ensure  that  writers,  editors,  and 
designers  all  see  the  same  hyphenation  and 
justification.  And  all  editorial  statistics  are 
shown,  including  a  copyfit  progress  bar. 
Reporters  can  work  in  story  view  (without 
line  endings),  galley  view,  and  layout  view. 


Bridge  Workflow’  requires  only  the  page 
make-up  staffer  to  run  InDesign,  which  can 
send  several  specified  stories  simultaneous¬ 
ly  to  InCopy,  where  the  then-linked  files 
can  be  checked  out  for  work  and  the  Story 
List  u-sed  to  view  and  track  them. 

For  the  other  objectives,  Siegel  said  jour¬ 
nalists  get  “completely  configurable  [user 
interface]  settings,”  including  customizable 
keyboard  shortcuts  and  quickly  reloadable 
settings  for  shared  workstations.  File-lock¬ 
ing,  identical  H&J,  inline  notes,  and  change 
tracking  foster  collaboration.  InCopy  CS 
also  sports  tv’pographic  controls,  table  cre¬ 
ation,  spell  check,  and  find/change  options. 

“It  could  help,”  LvTine  Melanson  said,  a 
day  after  last  w'eek’s  InCopy  CS  announce¬ 
ment.  For  now,  said  the  prcxluction  chief 
for  Le  Courrier  de  la  Nouvelle-Ecos.se,  “no 
one  can  go  into  an  InDesign  document”  she 
creates  to  make  up  the  2,000-circulation 
weekly,  where  two  Yarmouth-based  report¬ 
ers  and  numenms  correspondents  cover 
Nova  Scotia.  Courrier  content  is  prepared  in 
Word,  Photo.shop  and  Illustrator. 

Among  features  she  thought 
may  be  useful:  fast  kev’board  short- 
|S  cuts;  more-accurate  space  budget- 
'♦r,  I  ing  using  the  copy  depth  indicator; 

,  p  freedom  to  experiment  with  edits 
_  _  using  multiple  undo  and  redo; 

on-demand  or  dynamic  spell- 
—  checking;  fast,  consi.stcnt  te.xt 
"  ^  ~  formatting  with  character  and 

-  I  paragraph  stvies  loaded  from 

i/.  Jn an  InDesign  file  or  defined 

^  '  directly  in  InCopy;  and  check- 

in/out,  enabling  “designers 

-  f  1  '  J.  and  editors  to  work  simultane- 

- ^  ously  on  the  .same  content 

without  overw'riting  each  other's  changes.” 

Unlike  the  Courrier,  how’ever,  many 
smaller  weeklies  run  Adobe  PageMaker 
or  QuarkXPress.  For  them,  change  means 
buving  both  InDesign  and  InCopy.  In 
Sw'eet  Home,  Ore.,  The  New  Era  uses  both 
—  XPress  only  for  special  needs,  while 
PageMaker  “just  seems  to  w'ork  very  well 
for  us”  after  17  years,  said  Editor/Publisher 
Alex  Paul.  “I  can’t  see  a  reason  to  change.” 

Besides  the  latest  versions  of  Adobe 
softw'are,  including  Acrobat  Professional 
and  GoLive  (Web  publishing).  Creative 
Suite  comes  with  Version  Cue  to  track  files. 
InDesign  now'  has  context-sensitive  con¬ 
trols,  running  headers  and  footers,  preview’ 
palettes  to  check  output,  nested  text-for- 
matting  styles,  XML  validation  for  layout 
automation  and  repurposing,  faster  naviga¬ 
tion,  and  enhanced  Photoshop  support.  11 
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A  cartoonist’s  life  after  losing  job 


BY  DAVE  ASTOR 

WHAT  DOES  A  LAID-OFF  EDITO- 

rial  cartoonist  do  when  ojjcn- 
ings  for  equivalent  jobs  are 
almost  non-existent? 

In  Kirk  Anderson’s  case,  freelance 
cartooning  and  illustration  —  including 
some  work  for  the  daily  newspaper 
competing  with  his  former  employer. 

Anderson,  38,  was  a  thrice-weekly  edi¬ 
torial  cartoonist  for  the  St.  Paul  Pioneer 
Press  when  the  newspaper  let  him  go  this 
spring  (E&P,  April  28).  Anderson  was  told 
it  was  for  budgetaiy  reasons,  but  w  onders 
if  his  involvement  with  the  Minnesota 
Newspaper  Guild-Tvpographical  Union 
also  had  something  to  do  with  it.  Pioneer 
Press  officials  have  declined  to  discuss 
Anderson's  layoff  with  the  media. 

The  union  filed  a  grievance  over  the 
layoff,  and  the  case  is  .slated  for  an  arbitra¬ 
tion  hearing.  “We’re  hoping  by  the  end  of 
the  year,”  said  Mike  Sweeney,  the  union’s 
executive  officer.  The  union  says 
Anderson  had  senioritv-  as  a 
member  of  the  Pioneer  Pre.ss 
art  department:  the  paper 
reportedly  says  Anderson 
was  a  “department  of  one” 
as  editorial  cartoonist. 

During  his  last  day’s  at 
the  Pioneer  Press,  Anderson 
publicly  criticized  the  paper 
and  Knight  Bidder  for  elimi¬ 
nating  a  local  cartoon  voice, 
and  not  commenting  to 
the  media  about  his  layoff. 

His  words  led  the  paper 
to  kill  Anderson’s 


farewell  cartoon  (E^P,  May  5). 

“I  may  have  burned  a  bridge  back 
then,  but  the  fire  made  me  warm  all 
over,”  he  quipped  during  a  Sept.  29 
interview.  Anderson  added  that, 
given  the  importance  of  the  First 
Amendment  to  journalism  and  the 
opinionated  nature  of  what  editorial 
cartoonists  do,  “it  would  have  been 
pretty  counterin¬ 
tuitive  and  back-  r  3 

ward  to  clam  up”  '  ABORnON^ 

after  losing  his  job. 

Anderson  does  not 
have  high  hopes  of  finding 
another  staff  position  at 
a  daily,  but  is  enjov’ing  his 
freelance  work.  Luckily,  the 
cartoonist  said,  he  had  plenty 
of  freelance  experience  prior  to 
joining  the  Pioneer  Press  in  1995. 

The  St.  Paul  resident  now  draws 
illustrations  for  various  clients  and 
two  national  cartoons  a  week  for  the 
Artizans  sv’ndicate  (which  sells  his 
work  mostly  to  one-shot  customers). 
And  Anderson  has  freelanced  some 
unusual  cartoons  to  the  Minneapolis 
Star  Tribune,  which,  he  said,  “told  me 
to  think  outside  the  box.”  One  cartoon 
commented  on  social-spending  cuts 
in  Minnesota  by  placing  that 
state  inside  a  drawing 
ofTexas. 

The  Star  Tribune 
work  gives  An¬ 
derson  a  chance 
to  comment  on 
local  and  state 


Kirk  Anderson  has  been 
in  a  busy  state  since  the 
St.  Paul  Pioneer  Press  let 
him  go  this  spring. 


topics,  but  he 
misses  the  regular  local/state  voice  he  had 
at  the  Pioneer  Pre.ss. 

“My  gut  reacts  more  to  the  national  life- 
and-death  issues,  but  I  feel  good  about  the 
local  stuff  I  did  for  the  Pioneer  Press,”  he 
said.  “I  thank  my  editors  there  for  pushing 
me  to  do  more  local  cartoons,  because 
that’s  certainly  where  you  can  have  the 
most  impact.”  Anderson  added  that  “it 
was  a  great  eight  years”  at  the  job. 

Since  his  departure  from  the  Pioneer 
Press,  Anderson  has  also  launched  a  Web 
site  (http://www.kirktoons.com)  and  is 
starting  work  on  a  book.  11 


et  cetera  . . . 

Robert  Novak  has  been  criticized  for 

naming  a  CIA  operative  in  his  column, 
but  hadn’t  lost  any  of  his  150-plus 
newspaper  clients  as  of  last  week,  according 
to  Creators  Syndicate.  (See  “Syndicate  World” 
at  http://www.editorandpublisher.com  for 
much  more  on  the  Novak  controversy.) ... 
Arianna  Huffington,  who  put  her  Tribune  Me¬ 
dia  Services  column  on  hiatus  to  mn  for  gover¬ 
nor  of  California,  dropped  out  of  the  race  Sept. 
30.  It  was  uncertain,  as  this  page  went  to 
press,  when  her  column  would  return.  ... 


Movie  critic  Roger  Ebert  of 
the  Chicago  Sun-Times  and 
Universal  Press  Syndicate 
underwent  surgery  Sept. 

30  to  remove  a  malignant 
tumor  on  his  salivary 
gland.  Ebert  told  friends 
the  cancer  isn't  life-threat¬ 
ening,  according  to  Sun- 
Times  columnist  Robert 
Feder. ...  Two  columnists  were  among  four 
recipients  of  the  first  $250,000  prizes  from 
the  conservative  Lynde  and  Harry  Bradley 
Foundation.  They  were  Charles  Krauthammer 


Conservative  foundation  endows 
Sowell  (left)  and  Krauthammer. 


of  the  Washington  Post 
Writers  Group  and 
Thomas  Sowell  of 
Creators.  ...  A  “Grand 
Avenue”  series  running 
through  Oct.  1 1  explains 
how  the  Gabby  and 
Michael  characters  came 
to  terms  with  their  par¬ 
ents’  death.  The  twins  live 
with  their  grandmother  in  the  United  Media 
comic  by  Steve  Breen,  who’s  also  a  Pulitzer 
Prize-winning  editorial  cartoonist  for  The  San 
Diego  Union-Tribune  and  Copley  News  Service. 
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Getting  It  Right 


Survey  shows  people  believe  press  rights  may  be  wrong 


a-TT  T  IS  FROM  THE  FiRST  AMENDMENT,”  JUSTICE  WiLLIAM 
■  Brennan  once  told  me,  “that  all  our  other  liberties 
I  flow.”  However,  judging  from  the  First  Amendment 
I  Center’s  recent  annual  State  of  the  First  Amendment 
Survey,  one  part  of  that  section  of  the  Bill  of  Rights 
is  increasingly  in  disfavor  with  the  public. 

AlS  Ken  Paulson,  executive  director  of  the  First  Amendment 
Center,  reports:  “The  least  popular  First  Amendment  right  con¬ 
tinued  to  be  freedom  ofthe  press  —  46%  said  the  press  in  America 
has  too  much  freedom  to  do  what  it  wants,  up  from  42%  last  year.” 


The  First  Amendment  guarantee  of  free¬ 
dom  of  speech  received  mixed  reactions 
from  the  survey  of 1,000  Americans, 
conducted  by  the  Center  for  Survey  and 
Analysis  at  the  University  of  Connecticut. 
While  74%  strongly  agree  that  Americans 
should  be  allowed  to  express 
unpopular  opinions,  only  26% 
strongly  agree  on  the  right  to  ex¬ 
press  views  in  public  that  might 
be  offensive  to  religious  groups 
(36%  strongly  disagree).  And 
only  18%  strongly  agree  that  it’s 
okay  to  say  in  public  what  might 
be  offensive  to  racial  groups 
(46%  strongly  disagree). 

I  doubt  that  most  Americans 
know  Justice  Oliver  Wendell 
Holmes’  opinion  that  “If  there  is  any  princi¬ 
ple  of  the  Constitution  that  more  impera¬ 
tively  calls  for  attachment  than  any  other, 
it  is  the  principle  of  free  thought  —  not 
free  only  for  those  who  agree  with  us,  but 
freedom  for  the  thought  we  hate.” 

The  public’s  disquiet  about  freedom  of 
the  press  and  its  own  freedom  of  thought  is 
not  surprising  in  view  of  the  failure  of  our 
educational  systems  to  spend  much  time 
on  the  First  Amendment  and  the  rest  of 
the  Bill  of  Rights,  let  alone  the  Constitution. 


“The  Civic  Mission  of  Schools,”  a  study 
from  the  Carnegie  Corporation  of  New 
York  and  the  University  of  Maryland’s 
Center  for  Information  and  Research  on 
Civic  Learning  and  Engagement  reveals: 
“Most  normal  civic  education  today  com¬ 
prises  only  a  single  course  on 
government,”  with  little  empha¬ 
sis  on  “the  rights  and  responsi¬ 
bilities  of  citizens.” 

I  recently  asked  my  graduate 
journalism  students  at  New 
York  University,  in  my  course 
on  First  Amendment  Current 
Problems,  how  many,  through¬ 
out  their  education,  had  taken 
courses  in  the  Bill  of  Rights  or 
the  Constitution.  Only  three 
hands  were  raised. 

When  I’ve  talked  to  newspaper  editors 
and  others  in  the  business  about  the  press’ 
need  to  remedy  the  failures  of  educators  to 
teach  Americans  —  in  and  out  of  school  — 
their  ftmdamental  rights  and  liberties.  I’m 
told  that  would  be  too  much  like  “inside 
baseball,”  particularly  if  we  seemed  to  be 
focusing  too  much  on  freedom  of  the  press 
as  self-promotion. 

But  Justice  Brennan  was  right.  The  First 
Amendment  does  interconnect  with  all  the 


others.  How  is  an  American  able  to  protest 
government  violations  of  the  Fourth 
Amendment,  for  example,  without  freedom 
of  speech  and  the  press? 

In  schools,  the  audience  is  already  there 
and  eager,  as  I’ve  found  in  speaking  to 
elementary  and  high  school  students. 

‘The  Civic  Mission  of  Schools”  study  cites 
research  that  children  start  to  develop 
social  responsibility  and  interest  in  how  we 
go  about  governing  ourselves  before  the  age 
of  nine. 

A  few  years  ago  in  Miami,  I  was  asked 
to  speak  to  a  large  assembly  of  high  school 
students,  mostly  African-American  and 
Hispanic.  Their  teachers  told  me,  before 
I  started,  not  to  be  disappointed  at  the 
students’  indifference,  “because  all  they 
mainly  care  about  is  clothes  and  music.” 

At  the  end  of  the  hour,  I  got  a  standing 
ovation,  not  because  of  my  eloquence, 
but  because  the  stories  I  told  of  how  we 
won,  and  then  had  to  fight  to  keep,  our 
liberties  —  including  free  speech,  press 
and  thought  —  made  them  realize  how 
and  why  they  are  Americans. 

If  newspapers  were  not  only  to  regularly 
go  into  schools,  but  also  arrange  town  hall 
meetings  on  current  First  Amendment 
issues  in  the  town  or  city  or  country  — 
linking  the  discussion  to  the  tumultuous 
history  of  our  First  Amendment  —  they 
would  be  vividly  performing  acts  of  “civic 
journalism.” 

And  for  the  pages  of  the  newspapers,  I 
w'ould  suggest  editors  look  at  Linda  Monk’s 
The  Words  We  Live  By:  Your  Annotated 
Guide  to  the  Constitution  (Hyperion).  It  is 
the  clearest  and  liveliest  account  —  with 
stories  and  illustrations  —  I’ve  ever  seen  of 
what  Justice  William  O.  Douglas  called 
“the  conscience”  of  the  nation. 

Monk,  a  Harvard  Law  School  graduate 
and  winner  of  two  American  Bar  Associa¬ 
tion  awards  for  her  previous  tome.  The  Bill 
of  Rights:  A  User’s  Guide  —  on  my  desk 
alongside  “The  Encyclopedia  of  Jazz”  — 
writes  so  compellingly  that,  if  The  Words 
We  Live  By  were  to  be  selectively  serialized 
in  newspapers,  American  history  might 
even  become  popular.  More  would  discov¬ 
er,  among  other  surprises,  why  British 
prime  minister  William  Gladstone  said  that 
our  Constitution  was  “the  most  wonderful 
work  ever  struck  off  at  a  given  time  by  the 
brain  and  purpose  of  man.”  11 
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MUmCULTURAl  .  ARKE 

IN  AMEMCA  THE  ONLY  COMPLETE  DIREaORY  •  - 


Hispanic/Latino  •  African  American  •  Asian  American 


COMPLETE  LISTINGS 

•  Advertising  Agencies 

•  PR  Firms 

•  Media  Buying  Services 

•  Multicultural  Media  -  Radio,  Television, 

Cable  Networks,  Magazines, 
Daily/Weekly  Newspapers 

•  Brand  Marketers  with  Multicultural 

Marketing  Programs 


New  Opportunities 

Multicultural  marketing  is  the  fastest  growing  category 
in  consumer  marketing  today.  National  advertisers  are 
now  specifically  targeting  the  multicultural  marketplace. 
Hiring  specialized  agencies  for  the  purpose  —  creating 
native  language  ads,  buying  ethnic  oriented  media  and 
generating  separate  creative  for  each  multicultural 
community. 

Contacts 

With  this  directory  everyone  tailoring  messages  to 
multicultural  audiences  can  find  the  contacts  they 
need.  Agencies  will  find  potential  clients.  Clients 
will  shop  effectively  for  agencies.  Media  sales  people 
and  media  buyers  will  find  each  other.  Service 
providers  will  quickly  identify  their  best  prospects. 

Organized  by  Ethnic  Groups 

Ethnic  specific  organization  allows  for  ease  of  use  and 
quick  targeting  of  the  type  of  organization  needed. 

Cross  Referenced 

Indices  at  the  end  of  the  directory  will  cross-reference 
all  listings  by  geography  (city  and  state),  ethnic  focus 
(Hispanic/Latino,  African  American,  Asian  American) 
and  company  type. 

ORDER  NOW  -  Only  $249* 

To  order  your  copies  of  ADWEEK's  Multicultural 
Marketing  Directory,  just  coll  800-562-2706. 


‘Plus  $12  shipping/handling  and  appropriate  sales  tax  in  NY,  CA,  TN,  AAA,  IL,  NJ,  PA,  OH,  VA  and  DC. 


Millions  ok  ]|>coplc  v/alkih^ 
is  a  s-tcf  -toy/av-d  keeping 
Kcaliktavc  aWovdablc- 


The  illness  and  chronic  disease  resulting  from  inactive  lifestyles  cost  as  much 

as  $77  billion  a  year  to  treat. That’s  why  Blue  Cross  and  Blue  Shield  Plans 

across  the  nation  are  launching  WalkingWorks^^,  an  unprecedented  effort 

to  work  with  employers  to  help  Americans  add  physical  activity  to  their  daily 

routines.  It’s  one  of  the  many  ways  we’re  doing  our  part  to  control  rising  .  ... 

'  '  or  e>  Association 

healthcare  costs.  For  more  information,  visit  our  web  site  at  www.bcbs.com. 

An  Association  of  Independent 

Healthcare.  Affordable.  Now.  Blue  Cmss  and  Blue  Shield  Plans 


BlueCross  BlueShicId 
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